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Newspapers Set 
New Ad Dollar | 
Record in 1956 


Automotive Leads with | 
$182,214,000, Second 
Largest Figure on Record 


WP rcqurtse 


C comptate Bek 


A pee may be iResen 


There's © pam fer ewery wort 


The gift of © fine pen 


New York, April 18—A record | 
breaking $737,996,000 was invested 
in newspapers by national adver- | 
tisers in 1956, 6.1% more than last | 
year’s expenditure, according to 
the Bureau of Advertising, Amer- | 
ican Newspaper Publishers Assn. | 

In 1955 national advertisers | 
spent $695,322,000 in newspapers. 
The bureau said today that general | 
advertising (all national except | 


automotive) was up 12.1% in 1956) 


Oe he wate rome 


THOROUGH—Parker Pen Co. covers 


page featuring Amy Vanderbilt’s a 


| page ad scheduled for the June Coronet. Here are the introductory 


last page, which promotes the Jotter (story on Page 92). 
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Agency's Role in Doubt, So... 


Studebaker 


Paul Smith Is 
Named President 
of Calkins & Holden 


New York, April 19—Paul R. 
Smith, formerly vp and creative 
director, has been named president 
of Calkins & Holden. He succeeds 
| Harold L. (Hay) McClinton, who 
|resigned recently after a manage- 
| ment dispute and became presi- 
|dent of Reach McClinton & Co. 

Calkins also named Merlin E. 
|Carlock, previously vp and copy 
director, vice-chairman. J. Blan 


Parker Jotter: 


almost its entire line in an eight- 


dvice about pens as gifts, and the 


—a $60,000,000 gain—to $555,782,- 
000. Groceries, the largest classifi- 
cation in the general advertising 
eategory, accounted for $149,011,- 
000, a jump of 9.7% over the $135,- 
824,000 registered in 1955. 


Armstrong, Kaiser 


® The bureau said automotive, , ; 
with a total of $182,214,000, scored| New York, April 19—NBC-TV's 
the second largest dollar figure on | efforts to revise its Tuesday night 
record. This total was 8.6% under |schedule lost the network two 
the 1955 high of $199,438,000. | sponsors this week. 


Friendlier’ Nets After Time Squabble 


| placement show of. General Foods’ | 


van Urk, formerly vp and plans 
board chairman, was named exec 
vp and administrative director. 
William C. Pank, a vp, was ele- 
vated to senior vp. 

J. Sherwood Smith, board chair- 
man, called the dispute with Mr. 
McClinton “unfortunate,” adding 
that management “unanimously 
refused to yield” to Mr. McClin- 
ton, “though we were perfectly 
aware that our refusal involved 


Leave NBC-TV for 


day period. 
NBC’s action, coupled with CBS- 
TV’s reluctance to accept a re- 


Benton & Bowles Quits 


‘Back Seat’ 


Drops Once-Big Account 
As Curtiss-Wright Signs 
S-P to Daimler-Benz Deal 


New York, April 19—Benton & 


| Bowles today kissed the Studebak- 


er-Packard account goodbye. 

Without any fond farewells, the 
agency abruptly resigned the one- 
time $8,000,000 automobile account, 
effective July 5, in a disagreement 
with Curtiss-Wright Corp., the 
aircraft company which holds the 
mortgage on Studebaker-Packard 
Corp. 

B&B relinquished the wheel only 
three days after Curtiss-Wright 
involved Studebaker-Packard in a 
far-reaching pact with Daimler- 
| Benz A. G. of West Germany. 

Roy T. Hurley, president and 
chairman of Curtiss-Wright, called 
a press conference Monday to re- 
lease details of this international 
agreement. He also announced 
then that Studebaker-Packard will 

market “in the near future” a new 
“economy” car to sell for around 


The bureau reported the follow- | 


ing gains: Alcoholic beverages 
10.8%, confections 20.1%, baking 
products 18.2%, beverages 4.9%, 
dairy products 11.4%, radio and tv 
sets 16.7%, tobacco 32.8%. 

Table giving the dollar totals by 
category for ’55 and 56, and per- 
centage gain or loss, appears on 
Page 92. 


When NBC notified Armstrong 
Cork Co.—one of its oldest custom- 
ers—and Kaiser Aluminum & 
Chemical Corp. that the 9: 30-10: 30 


choice, make it clear that neither 
the softening of business nor the 
shadow of government investiga- 
tions have had any perceptible in- 


|the probable loss of Prudential | 91/800: 


Insurance Co., which indeed moved | 
|to Reach McClinton & Co. 
“Prudential or its new agency,” 


® Curtiss-Wright would not com- 
ment on reports that it has already 


p.m., EST, Tuesday spot would not|fluence on these networks’ ap-| 
be available for their alternate | proach to selling. 
hour dramas next season both ad- | 

vertisers chose to take their busi-|® The fact that the leading net-| 
ness elsewhere. They had been of-| works are still attuned to the phi- 
fered the 10-11 p.m., EST, Tues- |losophy of the seller’s market may 
come as a surprise to some admen 


New ANA Unit to Study 
Business Paper Audits 


Readership Quality, Not 
Circulation Type, Gives 
Publication Value: Buzby 


PirtspurGH, April 18—If adver- 
tising buyers would look at a pub- 


who had predicted that the bar- 
gaining power would shift in the 
direction of the sponsor as a result 
of this season's epidemic of net- 
work cancelations. 

NBC put together an impressive 
collection of data designed to con- 
vince Kaiser and Young & Rubicam 
and Armstrong and BBDO that 
their dramas would do much better 

(Continued on Page 89) 


| Varied Audit Methods, 


Non-Audited Business 


| Beach, 


continued Mr. Smith, “should not 
feel any serious creative problems 
for some time, since they will have 
available about a two-year back- 
log of pre-tested and approved ad- 
vertising, prepared by Calkins & 
Holden, ready to run.” 

Mr. McClinton, reached in Palm 
Fla., had no comment on 


Mr. Smith’s statement. 


selected a replacement for B&B. 
The usually prolific Madison Ave. 
rumor mill could come up with 
only one name—Burke Dowling 
Adams Inc., Curtiss-Wright’s agen- 
cy since 1952. 

Headquartered in Atlanta, the 
agency services Curtiss-Wright 
from a Montclair, N. J., office and 

(Continued on Page 89) 


Meat-Packing Exempts Food Chain 


from FTC Rule, Examiner Declares 


Papers Concern ANA 


PittspurGH, April 18—The for- | 
|mation of a new business paper 


Last Minute News Flashes 


lication’s circulation list—paid or | committee by the Assn. of National 
free—as they would a list to be | Advertisers, possibly presaging 
used for an expensive direct mail| another round in the long contro- 
campaign, “a lot of confusion and|versy over auditing and circula- 
a 
inated.” yesterday by Paul West, ANA pres- 

That’s what Carroll Buzby, pres- | ident. 
ident of Chilton Co., told yester- Mr. West, speaking at a one-day 
day’s workshop session of the Assn.| ANA workshop, said more than 20 
of National Advertisers, in the;advertisers will serve on the com- 
course of a luncheon speech which | mittee, which will be headed by 
analyzed the business paper circu- | Ralph Winslow, vp of Koppers Co. 
lation problem. and vice-chairman of the ANA 

Chilton, said Mr. Buzby, has 15|board. A “prominent and repre- 
magazines, six audited by the Au-| sentative” group of business paper 
dit Bureau of Circulations, nine by | publishers—perhaps a dozen, rep- 
Business Publications Audit of|resenting both paid and controlled 
Circulations. Of the BPA _ books,| publications—will be invited to 
three mail second class—meaning | meet with the advertisers in a ser- 
they are more than 50% paid; fur-|ies of meetings, which may begin 
ther, Chilton converted one poli |es early as next month. 
cation from free to paid last year. 

The Chilton Co., said Mr. Buzby.| ® The ANA meeting also heard an 
“does not take and never has taken analysis of the problem from a 
any position in favor of either type publisher’s standpoint by Carroll 
of circulation to the exclusion of|Buzby, president of Chilton Co. 
the other.” Its publishers of paid| (See story in adjoining column.) 
magazines get along with those of | While Mr. West’s statement 


(Continued on Page 92) (Continued on Page 28) 


lot of waste would be elim-|tion methods, was announced here | 


Maxon Succeeds FC&B as LaChoy Agency 


Cuicaco, April 19—The LaChoy food products division of Beatrice 
Foods Co. has named Maxon Inc., Detroit, as its agency, effective Aug. 
1, to replace Foote, Cone & Belding, and FC&B has resigned its re- 
maining portions of the Beatrice account. 


Western Air Lines Leaves Buchanan for BBDO 


Los ANGELEs, April 19—Western Air Lines has named Batten, Bar- 
ton, Durstine & Osborn to handle its $1,000,000 account, succeeding 
Buchanan & Co., Los Angeles, ApverTIsStING AGE learned late today. 
An extensive network of domestic and foreign offices was believed 
to be the main factor in the agency’s selection. 


Pabst Hears Final Pitches by 4 or 5 Agencies 

Cuicaco, April 19—Officials of Pabst Brewing Co. spent today hear- 
ing final pitches from four or five “finalist” agencies. Reported to be 
among the survivors were Leo Burnett Co. (the present agency), Len- 
nen & Newell and Edward H. Weiss & Co. 


Seabrook Farms Narrows Field in Agency Search 
Bripceton, N.J., April 19—Seabrook Farms, which has contacted 
about 36 agencies and interviewed about 15 in the past month, has 
narrowed the field to “four or five.”” A decision may not be reached 
| “for a week or so,” and there is a “fair chance” that the account will 
| be split—one agency for Seabrook and one for its newly purchased 
| line of Luchow’s pre-cooked frozen foods. Seabrook, which bills about 
$200,000 in newspapers and spot radio and tv, has been handled by 
N. W. Ayer & Son, Philadelphia, since January, 1953. 
(Additional News Flashes on Page 93) 
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Only Congress Can 
| Alter Setup, He Says 
in Food Fair Decision 


WASHINGTON, April 17—In a de- 
cision of far-reaching importance 
| to the food industry, Federal Trade 
|Commission Hearing Examiner 
Frank Hier held today that the 
commission is barred from regu- 
lating the advertising or business 
practices of any firm which de- 
votes a portion of its efforts to 
meat packing. 

His decision, which is still sub- 
ject to review by the commission, 
would result in dismissal of a com- 
plaint which was issued against 
Food Fair Inc., Philadelphia, in 
November, 1955, charging that the 
chain induced suppliers to grant 
illegal advertising allowances. If 
|subsequently sustained by the 
|commission and the courts, his in- 
terpretation would enable other 
|chains and food processors to es- 
cape FTC jurisdiction simply by 
including meat packing as part of 
their operations. 

At issue before Mr. Hier was an 
argument by Food Fair that the 


(Continued on Page 29) 
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Marglen Campaign ‘Whispers Way 
into Cosmetics Market's ‘Fanfare’ — 


Art Masters Inspire 
Faberge Division’s 
‘Stable’ Color Lineup 


New York, April 17—How do 
you introduce a new brand in the 
highly competitive cosmetics field? 

In the case of Juliette Marglen 
lipstick and nail preparations, the 
company decided against the “fu- 
rious fanfare and _ razzle-dazzle 
spectacular” in favor of “a whisper 
—a tranquil campaign,” which 
would never show the product, 
give a price or make any claims. 

This discreet approach comes 
naturally, since Juliette Marglen is 


FRASTOPTEMHO 


for your gift of beautiful lips and 
fingertips.” 


s The opening ad showed only the 
hand, but forthcoming insertions | 
will show the hand (1) alongside a 
pudgy baby’s hand, (2) holding a| 
miniature dachshund, (3) writing 
a check for charity. A new tech-| 
nique, perfected by photographer | 
Gerard Hochman, gives a grainy, | 
mottled effect—a cross between a 
photo and a drawing. This cam- 
paign runs monthly in Harper's 
Bazaar and Vogue and every other | 
week in The New Yorker. . : : : 
A second campaign, running in| OR!NK LEMONADE—Copy in this typi- 
Playbill, is a chatty editorial type, cal Russian magazine ad reads, at 
because the company believes the | tP, Chief Wine Trade Administra- 
playgoer likes to have something to| tion, USSR Ministry of Trade; at 
read while awaiting curtain time.| bottom, Lemonade, A Pleasant Re- 
(Continued on Page 94) freshing Fruit Drink. 
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APMATHRIR OCBEM AQUA DPYKTOBDIA HANMTOK 


Time Inc.GetsOkay Gore-Serwer Adds 
Ten New Accounts; 
Greenland Named VP 


~ rw 
al : 
oo yk From FCC to Buy 6 
et  |Radio, TV Stations 
sat ee \ | Wasnncton, April 17—The Fed- 


eral Communications Commission 
today cleared the way for Time 
Inc. to take over radio and tv sta- 
tions operated by the Bitner in- 


New York, April 18—Gore-Ser- 
wer Inc., a small agency now on 
a hot new business streak, gets its 


Aavertising Age, April 22, 1957 


*.... Russian Ads Lack Sell, 


Soviet Critic Complains 


Bureaucrat-Admen’s Dull! 
Creations Don’t Appeal 
to Masses, He Asserts 


Moscow, April 17—Russian ad- 
vertising’s chief fault is that none 
of Russia’s men of letters have any- 
thing to do with it. 

“Advertising is now actually 
made up by small and petty so- 


a | 


It's Pall Malls vs. | 
Luckies When Giants, 
Dodgers Do Battle 


New York, April 18—American | 
Tobacco Co. will have a hard time | 
figuring out which baseball team | 
to support in the National League | 
this season. 

American Tobacco’s Lucky 
Strike brand has co-sponsored the 
radio-tv coverage of the Brooklyn 
Dodgers—in partnership with 
F. & M. Schaefer Brewing Co.—for 
several years. BBDO handles both | 
| accounts. 

This week, just in time to make 


first billings in package foods with the opening game, American To- 
the acquisition of a new vp and|bacco’s Pall Mall brand moved in 


called advertising combines which 
understand their function to be 
comparable to that of sign painting 
shops,” M. Nikolsky states in an 
article, “Regarding Our Commer- 
cial Advertising,” appearing in 
“Sovyetskaya Torgovlya,” No. 10, 
an official organ of the USSR min- 
istry of trade. The article is the 
first on advertising to appear in 
the Soviet press in a long time. 
Mr. Nikolsky urges the establish- 
ment of a “creative school of Soviet 
commercial advertising—a _ school 
headed by the best experts in word 
and in illustration, by important 
artists, poets, men of letters, popu- 
larizers and by skilled, experienced 


| agitators and propagandists.” 


s Mr. Nikolsky’s views on the aims 
of advertising do not differ greatly 
from those held in the U.S. 

“It is the task of our advertising 
to help educate new tastes—to cre- 
ate new wants and new demand.” 
However, he plainly sees an enor- 
mous difference in Soviet and cap- 
italist advertising. 

Soviet advertising, he says, has 
the purpose of telling the Soviet 
consumer everything there is to 
know about the product. 

“The enormous capitalist adver- 


TRANQUIL SELL—In these “frenzied 

days of screaming superlatives,” 

Juliette Marglen is running this 

“whisper” of a campaign in Har- 

per’s Bazaar, The New Yorker and 
Vogue. 


a division of Faberge Inc., which 
has maintained its reputation as a 
high-fashion perfume house with- 
out running a line of national ad- 
vertising. The connection with Fa- 
berge, however, is not mentioned 
in the cosmetic campaign. 

The campaign consists of a series 
of b&w pages showing a single 
hand, impeccably manicured and 
embellished with a large seal ring 
on the forefinger. The hand is 
shown in various positions, but in 
each ad it is holding a small card 
with the handwritten message— 
“and thank you, Juliette Marglen, 


olis and Indianapolis. 

Subsidiaries of Time Inc. ar- 
ranged to buy the stations for $15,- 
|750,000 after a somewhat larger 
|deal with Crowell-Collier fell 
through last fall, as a result of 
Crowell-Collier’s inability to locate 
the necessary cash. 

Under the commission’s action, 
Time Inc. gets WOOD and WOOD- 
TV, Grand Rapids; WTCN and 
WTCN-TV, Minneapolis; and 
WFBM and WFBM-T\V, Indianap- 
olis. Final transfer is subject to 
complete divestiture by Time Inc. 
of its interest in KOB-TV, Albu- 
querque. 

The contingency was inserted 
because FCC rules prohibit any 
owner from holding more than 
five vhf tv stations. Since Time 
Inc. already owns three—KOB- 
TV, KLZ-TV, Denver, and KTVT, 
Salt Lake City (and radio stations 
KLZ and KDYL-FM)—acquisition 
of the three Bitner stations would 
exceed the limit. 

Plans for sale of KOB-TV have 
already been approved. 7 


Whom Would You Put On 


IP .00 


‘Alltime All-American Ad Agency 
Team’ Picked in ‘39 Stands Up Well 


Ogilvy’s 11 Iron Men 
Mostly Stand the Test 
of Two Fast Decades 


New York, April 
were to select an 


Need for ‘Wise’ 
Marketers Grows, 
Says AMA's Smith 


New York, April 18—The 
growth of the country’s productive 
capacity and its increasingly com- 
plex distribution system and, most 
important, the growing need for 
long-range planning, are creating 
an expanding need for executives 
capable of making wise marketing 
decisions. 

Charles W. Smith, senior con- 
sultant at McKinsey & Co. and na- 
tional president of the American 
Marketing Assn., told the New 
(Continued on Page 91) 


17—If 
“alltime, 


you 
all- 


American” advertising agency 
team, whom would you put on it? 

The question popped up on Mad- 
ison Ave. this week as an ADVER- 
TISING AGE editor, rummaging 
through some old files, came 
across just such a team, picked 18 
years ago. 

The selection was made by David 
Ogilvy, now head of Ogilvy, Ben- 
son & Mather, and appeared in the 
Feb. 9, 1939 issue of World’s Press 
News, London. 


® Mr. Ogilvy not only picked his 
team, but asserted dogmatically 
that “I will back this All-American 
XI to slaughter all comers. And as 
the ideal clients I offer them Le- 


whose advertising and merchandis- 
ing are now by all odds the most 
effective in the U.S.” 

Mr. Ogilvy’s ideal client has 


terests in Grand Rapids, Minneap- 


vers of Cambridge, Massachusetts, | 


partner. 
The new partner is Leo Green- 
land, formerly with Diener & Dors- 


aa 


> 


\ 4 


| Chester Gore 


leo Greenland 


kind, who has brought in the fol- 
lowing accounts: 

Milady Food Products, Brooklyn, 
maker of Milady’s frozen blintzes | 
and other frozen food lines; Roman | 
Products Corp., Hackensack, N.J., 
maker of Roman frozen pizza and 
ravioli; Sau-Sea Foods, New York, 
maker of Sau-Sea frozen shrimp 
land frozen shrimp cocktail; Louis 
|Sherry Preserves, New York, 
|maker of Louis Sherry jams, jel- 
lies and preserves; Mrs. Korn-| 
berg’s Food Products Corp., White | 
Plains, N.Y., maker of Mrs. Korn- 
| berg’s frozen chopped chicken liv- 
er; and Hires root beer bottlers in 
| Brooklyn and Long Island. 


e Mr. Greenland has _ serviced | 
|these accounts at Diener & Dors- 
kind for the past five years. Mi- 
lady and Roman frozen foods are 
|currently marketed in major met- 
| ropolitan centers, with distribution 
| particularly heavy in New York. 
According to Mr. Greenland, Mi- 
|lady frozen blintzes currently has 
more outlets in New York City 
than any other prepared frozen 
food with the exception of Birds 
Eye french fried potatoes. 

| Sau-Sea, Louis Sherry and Mrs. 
| Kornberg’s chopped liver have 
regional distribution, primarily in 
the eastern states. 

The accounts to be handled by 
Mr. Greenland will add some 
$500,000 in billing to the Gore- 
Serwer operation. Newspapers, 
spot radio and outdoor will be 
| used. 


es At the same time, Chester A. 
|Gore, president of Gore-Serwer, 
told ADVERTISING AGE that the 
|agency has recently acquired four 
lother new accounts: Kevan Tex- 


|@ Jacob Ruppert 


as co-sponsor of the New York 
Giants on radio and tv. Pall Mall, 
through Sullivan, Stauffer, Col- 
well & Bayles, bought 25% of this 
sports package. 


tising apparatus and all of the 
multi-million-dollar expenditures 
on advertising are aimed at selling 
goods without telling the consumer 
the whole truth about the prod- 
ucts,” he says. 

He then goes on to quote Karl 
Marx, who wrote, “In bourgeois 
society, there reigns the fictio juris 
(juridical fiction) that every per- 


brewery ac-| 
quired the rights to the broadcasts 
and telecasts of the Giants’ games 
in 1956. This season Ruppert at- 
tempted to sell off half the pack-| 50M, as a purchaser of’ goods, pos- 
age before the exhibition games| Sesses an encyclopedic knowledge 
started, but there were no takers Of what he is buying.” 


}until Pall Mall’s last-minute or-| 


der. Warwick & Legler is Ruppert’s|® “Capitalist advertising,” Mr. 
agency. | Nikolsky continues, “also creates 
The Giant home games are tele-| this fiction when it appears to the 
vised over WPIX, and the full| consumer that he possesses ‘en- 
schedule is broadcast over WMCA.| cylopedic knowledge of what he is 
Also carrying the coverage are two| buying.’ But it only seems as if 
Connecticut tv stations, WNHC-|he has such knowledge. Actually he 
TV, New Haven, and WATR-TV,| doesn’t have this information. 
Waterbury. In addition to these! “It’s quite a different matter in 
are seven radio stations: WTIC,| our country. Soviet trade personnel 
Hartford; WATR, Waterbury; are obligated to speak truthfully 
WNAB, Bridgeport; WSKI, Mont-|and in a clear, instructive way 
pelier, Vt., and WVOS, Liberty,| about our goods, so that the people 
N.Y.; WEAV, Plattsburg, N.Y., and | will know the products, will be 
WKNY, Kingston, N.Y. Three more|able to evaluate them, criticize 
radio stations probably will be| them and, when necessary, will be 
added. lable to correct the workers in in- 
Sponsorship of its part of the|dustry and trade with their crit- 
Giant package reportedly is cost-|icism concerning certain items. It 
ing American Tobacco in excess of|is necessary that our consumers 
$300,000 for rights, talent and! know exactly what to ask for, what 
time. e! (Continued on Page 91) 


Sbte Hamt semonsticies how toe BETTER. Electrically FY 


> ata 


INDIVIDUALIZED—Instead of the more usual fully-prepared cooperative 
ads in mat form, Hotpoint Co. is offering its customers newspaper 
pages and spreads containing “thought starters” around which 


since moved from Cambridge to) tije Products Corp., Philadelphia 
New York, and only recently re-| (interfacing manufacturers); 


entered the ranks of those whose American Dictating Machine Co., 
(Continued on Page 30) (Continued on Page 91) 


stores may develop their own stylized Hotpoint ads. Most layouts in- 


clude provision for optional items unrelated to major appliances. 


J. R. Pershall Co., Chicago, is the agency. 
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US. to Rule on — 
Tax Deductions — 
for Utility Ads 


Revenue Commissioner | 
Will Probe Kefauver's 
Charge of Lobbying 


WASHINGTON, April 17—Internal 
Revenue Commissioner Russell C. | 
Harrington promised Sen. Estes 
Kefauver (D.,Tenn.) today that 
tax experts will determine wheth- | 
er power companies are entitled to | 
a tax deduction for their contribu- 


“America’s Independent Electric | 
Light & Power Companies.” 

His decision to turn the problem | 
over to the bureau’s field staff was 
announced after several Senate 
members complained that ads 
sponsored jointly by the power | 
companies were used to defeat leg- | 
islation or influence public opinion 
on the subject of public power. 

In a letter to Sen. Kefauver, the 
commissioner pointed out that 
businesses are not permitted to 
take a tax deduction for contribu- 
tions to organizations where the 
funds are used “for lobbying pur- 
poses” or “the promotion or defeat 
of legislation.” 


® In a speech before the Senate, 
Sen. Kefauver said he had no idea 
how much the power companies 
had spent, “but it is considerable.” 
He said he had a booklet pub- 
lished by The Saturday Evening 
Post, reprinting 169 advertisements 
it carried for the power companies 
through 1956. “The advertising 
agency in publishing this booklet 
claims credit for helping shift pub- 
lic opinion 12% in the course of 
the campaign,” the senator said. 
While Sen. Kefauver said there 
was little doubt in his mind that 
these companies have been charg- 
ing the public, through income tax 
deductions, “for their own brain- 
washing,” the internal revenue 
commissioner emphasized that the 
deduction cannot be disallowed un- 
less it is found that the principal 
purpose of the independent utility 
companies who paid for the costs 
of the advertisements was lobbying | 


or attempting by propaganda or 
otherwise to promote or defeat 
legislation. e| 


| 
‘Post’ Hits Road | 
With Strip Film 


Ad-Edit Presentation | 


New York, April 17—The Sat- 
urday Evening Post is going on a 
cross-country tour to show indus- 
try and advertising executives how 
its copy and art techniques bod 
readers and create a setting for 
advertisers. 

The presentation will be given 


N 


| 


} 


; | MEDIUM—Home Edition paper napkins are being offered as an ad- 
tions to advertising campaigns by| vyertising medium by Erving Paper Mills. The napkins, with mes- 


sage, are then offered to the consumer at about half price. 


Hey! That's an Ad 
You're Wiping Away 
Those Crumbs With 


ErvinG, Mass., April 17—Erving 
Paper Mills (“For Serving—it’s 
Erving”) is promoting napkins as 
an advertising medium. 


For a consideration, an adver-| 


tiser can have its message printed 
in two colors on one corner of the 
company’s Home Edition paper 
napkins. The napkins are then sold 
through supermarkets at a con- 
sumer price about half that of 
competitive napkins. The Home 
Edition package consists of 80 cel- 
lophane wrapped napkins, to be 
sold for 8¢ a package, two pack- 
ages for 15¢. 

Cost to the advertiser is $2.55 
per 1,000 napkins for a one-adver- 
tiser-only design; the cost of 2,- 
000,000 is $5,100. A two-advertiser 
napkin, with messages on adjacent 
corners, sells for $1.40 per 1,000, 
$2,800 for 2,000,000, to each adver- 
tiser. 


s Present distribution of the 


supermarkets in New England. 
Erving plans to add more territory 
and other supermarket chains at a 
later date, the company says. * 


ad | 
napkins is through First National | 


Warning to Parents 

New York, April 17—A little 
squirt camera, made of black plas- 
tic to resemble a miniature camera, 
is being offered free in each of the 
three sizes of Kellogg’s Rice Kris- 
pies packages. 

This little model squirts water 
instead of snapping pictures, 
“promising,” says the 
“great fun for both boys and girls.” 

Front panels of the packages il- 
lustrate the dandy little camera in 
action, and the iilustrated back 
panels show how to assemble it, 
as an instrument of torture. 

“This clever premium” will be 
supported by commercials on 
“Wild Bill Hickok,” spots on “Ar- 
thur Godfrey Time,” and “Name 
That Tune,” all on CBS-TV. 


release, | 


No, No, Says ABP... 
Controlled Circulation Publications 


Pay Excess Postage, Putman Charges 


If They Want 2nd Class ; man protested that the bill now be- 


| fore the committee proposes to fix 
Rates, Let ‘em Charge la rate of 12¢ per Ib. on controlled 


* ublications. He said they already 
Readers, Says ABP Brief >" at an average of 11¢ per Ib. 
Wasuincton, April 17—Intra-|Compared with 3¢ or 4¢ for com- 
industry differences between paid | Petitors who qualify for second 
and controlled circulation business | ©!@8s rates. . 
publications finally got into the, Mr. Putman said he was not ask- 
postal rate battle this week. ing that controlled publications get 
Russell L. Putman, president of | the same rate as second class, but 


Putman Publishing Co., went be- | he hoped the committee would cre- 


fore the House post office commit- | @te @ special controlled sub-class 
tee and complained that controlled | in second class, so controlled cir- 


‘circulation business publications|Culation publications would get 


pay higher rates and get less serv-| equal priority in handling. 


Continental Ads — 
Herald New L.A., 
Chicago Flights 


Denver, April 16—Continental 
Air Lines, one of the West’s major 


ice than identical competitors who| He asked committee members to 


‘qualify for second class rates be-|look at typical controlled circula- 
cause they go largely to paid sub-| tion publications and determine for 


seribers. | themselves whether they carried 

In reply, Associated Business| out the objectives of serving bus- 
Publications filed a statement urg- | iness, industry and the public wel- 
ing the committee not to be de-| fare. He said: “There is no essen- 
ceived by the fact that paid and | tial difference between the service 
controlled publications look alike. | rendered by these publications, re- 

“It is an historical fact,” ABP )|gardless of postage classification 


|said, “that nearly every second |or rate.” 


class paid subscription publication 
which successfully pioneers a spe-|® ABP said there is a simple way 


scheduled airlines, will employ anrwialized field is followed in due|for controlled publications to at- 


intensive six-media advertising| 
|campaign prior to its invasion 
April 28 of Chicago and Los An-| 
| geles. 

Starting the week of April 23,) 
| Continental will run 1,960-line ads | 
| in two colors in four Chicago dail- 
| les, four in Los Angeles, two in 
Denver and one in Long Beach,!| 
Cal. The following week, b&w ads 
|}of the same size will run in the 
same dailies. 

600- and 400-line ads also will 
run in the Wall Street Journal, 
California Apparel News, Negro 
|newspapers in Chicago and Los 


PRESENTING THE NEW DC-7B 

CONTINENTAL CLUB COACH... 

FIRST REAL LUXURY SERVICE 

AT REGULAR LOW COACH FARES g 
h 


| 


| _ 


STARTING APRIL 28 


| LOS ANGELES 


| 


‘ 
CONTINENTA “CLUB COncH FEATURES BTL ANING 5 SEAT 
CUB \OUNEE «ORLY COACH WITH LOUNGE ON THESE ROUTES 


Me = 


x | 
| UR CRD LENS AE FASTEST seme 
| 


a ¥ / 


| EXTENDED FLIGHTS—Continental Air | 
Lines, Denver, will announce its 
entrance into Chicago and Los An- | 

| geles April 28 with ads in newspa- 


k 


| charge 


| fields. 


course by one or more controlled | tain second class status. “All that is 
circulation magazines, which are | necessary is for the controlled cir- 


strikingly similar from a visual | culation publication to expose its 
standpoint, but which are not re- 


product to the most critical test of 
ceived by paid subscribers.” all: Offer it for a subscription price 
to the man currently receiving it 
free.” e 


s During his testimony, Mr. Put- 


At NBP Meeting .. . 
General Magazines Coverage for 
Industrial Ads Is Weak, Dix Says 


NBP Speakers Tell Value 
of Readership Research 
in Editorial, Ad Activity 


;school of journalism, Northwest- 
ern University, who urged the 
| business press to glamorize the 
field in order to attract more 
journalism graduates, and Arthur 
Miamr Beacu, April 18—Con- Secord, Brooklyn College, who 
cern over increasing competition | SPOke om “How to Tell What You 
from general magazines for indus- | Know.” James J. Mullen, school of 
trial advertising was expressed |JOurnalism and communications, 
during the spring conference of | University of Illinois, participated 
National Business Publications,|i" @ round table discussion of 
meeting here this week. _ business publication research. 
Discussion of the subject was (Continued on Page 94) 


led by Arthur H. Dix, vp in 
of research of Con- Four Roses Shifts 
Execs Following 


over-Mast Publications, who anal- 
yzed promotion of general publi- 

cations addressed to industrial | 

advertisers and asserted that their | Fitzmaurice Move 
coverage of industrial buying in- 

fluences is inadequate, especially}; New York, April 16—Four Roses 
compared with the coverage of top | Distillers Co., a subsidiary of Sea- 
industrial publications in specific | gram Distillers Corp., has made a 
|number of executive changes in its 

Examples were given of large | marketing setup. 

advertisers who have recently! As previously reported (AA, 
transferred business paper budgets April 15), Francis M. Fitzmaurice, 
to general media, and it was sug-| vp in charge of Four Roses’ west- 


27 times in 18 cities in the next 12| eo Burnett Co. is the agency. e 


weeks and will initiate a new ma- 


pers in those cities and in Denver | gested that the association prepare 


material which could be used in 


chine for projecting strip film and | 


and Long Beach, Cal. 
ud | situations of this kind. 


ern division, has been named vp 
| and assistant to 


animation. Especially built for the 
presentation, the projector has a 
35mm anamorphic lens and is used 
with a 20x6’ screen. 

The show, including some two} 
tons of equipment, will be trans-| 


‘House & Garden’ 
Publishes New Annuals 

House & Garden will publish 
two new annuals during 1957, ac- 
cording to the publisher. The new 
supplements, 


Book of Decorating and House & 


House & Garden’s| 


Angeles, two movie newspapers | 
and five Los Angeles suburban 
|newspapers. The newspaper copy 
will describe the “background” of 
| the air line, and also the 


| 


new air| 


the exec vp, Jay 
Gould. 

Ralph W. 
Reese, vp and di- 
rector of adver- 
tising and sales 
promotion, who 


Schuyler Hopper, of the Schuy- 
ler Hopper Co., New York, said 
that a better understanding should 
be developed between product ad- 
vertising, run to promote sales, 
and corporate advertising, which 


ported in a special 36’ trailer. Tra- 
veling with the show are Thomas be distribut 
Bright, advertising manager, and | 
William J. Huff, assistant to aa 
advertising manager, who acts as 
tour manager. 


ed exclusively through 
newsstands at a price of $1.25. 

The decorating book is sched- 
|uled for distribution Sept. 10; the 
entertaining book is scheduled for 
Oct. 10. 

Robert Smith Joins ‘MD’ 
Robert M. Smith, formerly vp| Altomari to Ovesey & Straus 
and sales manager of Medical| Michael Altomari, formerly 
Economics, has joined MD Publi-| president of the New York agency 
cations Inc., New York, as general | bearing his name, has joined Ove- 
consultant on two of its publica-|sey & Straus, New York, as an 
tions, MD and Antibiotic Medicine | account supervisor and member of 

& Clinical Therapy. | the plans committee. 


|Garden’s Book of Entertaining, will | 


j j > > | 
| coach service that will be offered. | may have a variety of non-selling 
| | objectives. 


® A saturation spot radio cam- 


paign will run from April 15|, Edwin H. Manning, advertising 
through May 1. Continental will | and sales promotion manager, the 
|run one-minute commercials on! Gorham Co., Providence, R. I., ex- 
six stations in Los Angeles, five| plained the reasons for the return 
in Denver and four in Chicago. of the company’s advertising to 
Trade publications to be used in| the trade journals in its field aft- 
the drive include American Avia-| ey a lapse of seven years. Current 
tion, ASTA Travel News, Aviation | ads have a sales training function, 
Week, Distribution Age, Pacific and have been highly successful, 
Air & Truck Traffic, Official Air | he reported. 
| Line Guide, Traffic World, Travel| (College professors were well 
|Items and Travel Trade. represented on the program. They 
| (Continued on Page 91) |included Floyd G. Arpan, Medill 


joined Four 
Roses in 1948 as 
advertising man- 
ager after resign- 
ing as an account 
executive with 
| Young & Rubicam, has now 
switched over to sales as vp in 
charge of Four Roses’ southern 
division. 

A. Bradley Houghton, formerly 
| advertising manager, reporting to 
| Mr. Reese, has been named nation- 
|al advertising manager, and Chris 
W. Carriuolo, formerly sales pro- 
(Continued on Page 94) 


¥. M. Fitzmaurice 
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Emerson, Grey Part; 
Ad Spending Didn't 
Live Up to Estimate 


Jersey City, April 18—The press | 


release said that Grey Advertising 


and Emerson Radio & Phonograph | 


were ending their five-year asso- 
ciation “amicably and by mutual | 
consent.” Also that Grey would | 
continue servicing the account un- 
til a new agency is appointed. 

But the story, as indicated by a 
check of Publishers Information 
Bureau figures, seemed to lie in 


the area of big-plans-but-small- 
appropriations. 
Last September, for example, 


Emerson announced to the press 
an $8,000,000 advertising and pro- 
motion campaign to push its tv 
sets, radios, phonographs and air 
conditioners. But PIB figures 
showed that Emerson spent some- 
thing under $500,000 in all of 1956, 
and used no advertising to speak 


of during January and February | 


;of this year. 
|'s Since 1952, when Grey picked 


to have spent, in major media 
| (magazines, newspapers, supple- 
ments and radio and television) 
jamounts like this: $413,000 in 
1952; $879,000 in 1953; $681,900 in 
1954; $590,000 in 1955, and under 
| $500, 000 last year. 


In February, 1957, Benjamin 


Abrams, president, said 1956 was| 


the worst in 30 years. Emerson’s 
| profit for the first fiscal quarter 
of the current year, however, was 
described as double that of the 
entire 1956 fiscal year. 


es Mr. Abrams told disgruntled 
stockholders at that time that the 
tv-set making industry was having 
its troubles. He said Emerson was 
plagued by a heavy inventory and 
that the industry would cut back 
production in the ensuing months. 

Meanwhile, Emerson last De- 
cember named Edward Kantrowitz, 
formerly assistant to the vp in 


| charge of marketing, to the post} 
|of director of advertising and sales 
Lester 


promotion. He succeeded 


Co. Mr. Kantrowitz has since been | 
replaced by George Forman. Mr. | 
|Kantrowitz recently became ad/| 
jand sales promotion director for| 
Necchi-Elna Sewing Machine 
Corp. e 


| 


|Weiss Names Botts PR Head 
Edward H. Weiss & Co., Chicago, 
{nes appointed Lambert S. (Bud) 
| Botts to its executive staff. He will 
|head the agency’s public relations 
department. For the past four years 
|he has been an associate editor of | 
ADVERTISING AGE, where he had 
charge of news coverage in the | 
Chicago area. 


FC&B Names Clark 

Robert M. Clark has joined the 
Detroit office of Foote, Cone & 
Belding as associate media direc- | 
tor. He formerly was media direc- | 
tor of Geyer Advertising, Detroit. | 
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the 
they won 


and abroad. 


arithmetic 


Ev Hencke. 


— Hencke, Director of Art at Anderson & 
Cairns heads up one of the most talented and 
talked-about art departments in the agency field 
today. It is difficult to keep track of all the awards 
this talented group has received. For example, at 
Art Directors Show in Cleveland this year 
“Best of Show.” 
cation Graphis has always selected one or more 
examples of their handiwork, and there are many, 
many more citations by art authorities both here 
But Ev doesn’t believe in art solely 
for art’s sake. His love of line and design is accom- 
panied by a passion for mathematics.. 
of client’s sales. 
reason why Anderson & Cairns’ advertising stands 
consistently high in all readership surveys. Ev is 
presently teaching a course in advertising layout 
at The Pratt Institute. On weekends and holidays 
Ev turns out prize winning watercolors for his 
own amusement. If you'd like to know more about 
Anderson & Cairns, call MU 8-5800 and ask for 


The international publi- 


. the simple 
Perhaps that’s one 


130 East 59th Street 


ANDERSON & CAIRNS, INC. 
ADVERTISING 


« New York 22,N.Y. 
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Meet the ENTHUSIACT/VE ones... 


Nature put a lot more zest in some people than she did in others. 

‘“‘Sport’”” means more to these people than just ‘“‘sports.”’ It means a whole new, exciting, challenging, 
rewarding, enjoyable way of life. 

We call them the “enthusiactive’’ ones. And because SPORTS ILLUSTRATED just happens to reflect their 
kind of enthusiastic activity, they have pushed its circulation from 450,000 to more than 750,000 in just 2% 
years. Circulation has been growing in the past year at 3300 copies per week! 

Advertisers in 1956 gave SPORTS ILLUSTRATED a linage growth of 54% over 1955—the largest of any 
magazine. And pages scheduled for the first 4 months of 1957 are already 35% ahead of 1956. On all counts, 
SPORTS ILLUSTRATED is today’s fastest-moving magazine. 


SPORTS 
ILLUSTRATED 


Now more than 750,000 enthusiactive families weekly 


Additional growth note: SPORTS 
ILLUSTRATED’s three regional 
editions—Eastern, Midwest, and 
West Coast—are now each deliv- 
ering 125,000 circulation. For 
further information, see your lo- 
cal SPORTS ILLUSTRATED rep- 
resentative. 
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White Sewing | 


Machine Acquires | 
Boyer-Campbell Co. | 


CLEVELAND, April 18—White 
Sewing Machine Corp. has signed 
a contract to purchase all the out- 
standing stock of Boyer-Campbell 
Co., Detroit. The purchase price 
was not disclosed. 

Boyer-Campbell distributes a 
broad line of industrial mill sup- 
plies and safety equipment in 
Michigan. Both the name and pres- 
ent operating management will be 
retained, White stated. 

This is White’s second acquisi- 
tion of an industrial distributing 
business. The machinery and mill 
supply business of Strong, Carlisle 
& Hammond Co., Cleveland, and its 
subsidiary, H. P. Weller Supply 
Co., Erie, Pa., were purchased 
early in 1956. 


® Future advertising plans for 
Boyer-Campbell have not been 
worked out, W. W. Fries, White's | 


board chairman, said. He said | 
White likes to centralize its adver-| 
tising “unless there is some strong 
reason” for not doing so. 

Fuller & Smith & Ross is the 
White agency. Boyer-Campbell has 
no agency of record. * 


Falstaff Signs for Broadcasting | 
Rights to Hawks Cage Games 

Falstaff Brewing Corp., one of 
the leading sponsors of radio and 
television sportscasts of major 
athletic events, has announced that 
St. Louis Hawks pro basketball | 
fans who cannot attend home and 
road games will be assured of be- 
ing able to see and hear them via 
radio-tv casts for the next two | 
seasons. A new two-year broad- | 
casting rights contract was signed 
in St. Louis by Ben Kerner, Hawk 
owner, and Joseph Griesedieck, | 
president of Falstaff. 

The contract provides—for the | 
first time—a schedule of televised 
road games, plus an anniversary | 
telecast of a St. Louis game. The 
company also acquired the radio 
rights to broadcast each game at) 


|maker of special metal products 


home or away, including pre-sea- 
son games, as well as exhibition, 
regular, playoff and post-season 
contests. Falstaff has sponsored 
Hawks’ broadcasts since the NBA 
team came to St. Louis from Mil- 
waukee two years ago. 


ISAS Sponsors Ad Film Show 


The fourth in the annual series 


of International Advertising Film 
Festivals will again be held in| 
Cannes this year, Sept. 21-26. In-| 
ternational Screen Advertising | 
Services, which inaugurated the 
affair, will work in conjunction 
with International Screen Public- 
ity Assn. in organizing the 1957 
festival. 


Johns Mtg. Names Richards 
Johns Mfg. Co., Middlesex, N.J., 


and Magna-Power, an automotive 
accessory to reduce engine wear, 
has appointed Fletcher D. Richards 
Inc., New York, to handle its ad- 
vertising. Lewin, Williams & Say- 
lor is the last agency of record. 


An Unparalleled Sales Advantage Accrues to those 
who use Product Descriptive Advertisin 


ren purchase is first contemplated, 
re generally made known, 
ally consulted FIRST 
ete advance 


rf 
es 


long before 


by U. 
~ picture 


The fact that this important first contact produces 
definite results can be substantiated by the annual 
increase in the number and quality of T. R. Advertisers... 


1,859 in 1957 Annual Edition 


IT IS IN TERMS OF PURCHASING POWER OF THE 
COMPANIES WHO ORDER, PAY FOR, PREFER AND 
USE IT, THAT T. R. BUYERSHIP CIRCULATION EXCELS! 
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| volving credit accounts; the legis- 


N.  # Law Controls lation imposes these service charge 


Instalment Plan 
Rates, Contracts 


AvsBany, April 18—The buying 
public won’t have to worry as 
much over the small print or other 
pitfalls in instalment sales con- 
tracts because of pioneering legis- 
lation signed into law here Wed- 
nesday. 

At the time of a sale, instalment 
sellers will be required to state in 
detail price, service charges and 
rates, insurance fees and any oth- 
er costs. These must be listed sep- 
arately and clearly on the sales 
contract, with a complete descrip- 
tion of the merchandise. 

Such credit contracts and agree- 
ments must contain a warning no- 
tice to the buyer stating instruc- 
tions and listing his rights. Blank 
spaces are made taboo and large 
type sizes are specified. 

A maximum is set for service 
charges on single purpose instal- 
ment transactions—of $10 a year 
for each $100 of sale price up to 
$500. On balances over $500, a top 
of $8 a year is set. 


® The series of six bills is the 
product of a bipartisan program 
to protect retail buyers. The new 
laws reflect the modern trend to- 
wards increased consumer credit, 
now at a record level. 

The major part of the program 
is contained in one so-called “all 
goods” bill. This covers purchases 
on the instalment plan of appli- 
ances, jewelry, clothing, certain 
services, storm windows and doors, 


siding, roofing, other home mod-| 


ernization items and all other 
goods not regulated by an act of 
last year regulating auto instal- 
ment sales. That act, a forerunner 
of the new laws, also is strength- 
ened by the new amendments. 


® For the first time, revolving 
credit systems of department and 
furniture stores and other retail 
sellers are controlled. Such outlets 
grant customers a certain amount 
of credit provided that the cus- 
tomers make regular monthly pay- 
ments. 

Rate ceilings are set in these re- 


ceilings: On the first $500 of debt, 
1.5% a month; over $500, 1% a 
month or a minimum of $1. 

The $1 figure may be revised 
after studies under way now are 
completed. Previously, no legal 
limits were set for such monthly 
charges. 7 


Vickers & Benson Names 
Vaughan Toronto Manager 

Bryan Vaughan, who formerly 
was president of Public & Indus- 
trial Relations Ltd., has been 
named director and manager of 
the Toronto of- 
fice of Vickers & 
Benson Ltd. This 
is a new position; 
heretofore the of- 
| fice was directed 
by the founding 
members of the 
company. 

Harold Free- 
man has been 
named to succeed 
Mr. Vaughan as 
president of Pub- 
lic & Industrial Relations, and 
Gerald Brown has been appointed 
a director and Toronto manager. 


Bryan Vaughan 


Connor to Westinghouse Ltd. 
William Connor has been ap- 
pointed advertising manager of the 
consumer products groups of Ca- 
nadian Westinghouse Co., Hamil- 
ton, Ont. Formerly with the com- 
pany in appliance sales promotion 
and advertising, he most recently 
|was in charge of the company’s 
| major appliance account at Ferres 
Advertising. He succeeds K. J. 
Farthing, who was named public 
| relations manager of Westinghouse 
| following the resignation of Clif- 
ford Hale, who has formed his 
own public relations company. 


Flako Breaks Newspaper Drive 

The Flako division of Quaker 
Oats Co., Chicago, breaks an ex- 
tensive campaign in 125 newspa- 
pers for its Flakorn corn muffin 
mix, beginning May 9. The news- 
paper drive, which will be sup- 
plemented by ads in Woman’s Day, 
Family Circle and Everywoman’s 
Magazine, will feature the new 
“self-dispensor” cart which will be 
used to merchandise the mix at 
grocers. The agency is Roy S. Dur- 
jstine Inc., New York. 


TRUE men 


make the BIG 


buying decisions 


While the little woman is hesitating over the neckties the 

TRUE man is buying that cashmere coat he’s had in mind. 
Never overlook the buying power of the men who read 

TRUE (now 2,500,000 of ’em...and still growing). Selling to 


men? Then TRUE goes to the 
of your list. 


top 


TRUE 
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All you have to do is guess 
the total minutes all readers 
will spend with a single issue 
of The Saturday Evening Post 


Ist prize: A two-week trip to Tahiti for two! 
Think of it! We’ll whisk you to the South Seas 
where you'll spend time in wonderful ease and 
contentment! (If you don’t go for Tahiti, you tell 
us where you'd like to go. We’re easy to get along 
with!) Two splendid weeks abroad will be yours 
if you’re the big winner! 


2nd prize: $1,000 worth of reading-time 
pleasure—a library of your choice! If you're 
the second-prize winner, you'll be able to start, 
continue or finish the library collection you've 
always wanted. 


3rd prize: A $1,000 timepiece! You select 
any timepiece you want worth up to $1,000—if 
you're the third-prize winner. We'll pay for it. 


25 runners-up win distinctive prizes. Fine 
wrist watches, stop watches, travel clocks, con- 
versation timers and hourglasses will go to the 25 
runners-up! 


What's more... everybody wins! You can’t 
lose! Every person who submits his or her entry 
will receive a special prize! 


CLUES: 


1. Time-Spent Potential: The average issue of the 
Post contains 8 articles, 4 short stories, 2 serials and 
other features. In all, some 81,000 words of editorial 
material alone, plus all of the advertising. 


2. Readers: An average copy of the Post is read 
by at least 3.8 persons. 


3. Circulation: Post circulation is now averaging 
about 5,200,000 copies per issue. Base your answer 
on your estimate of the circulation of the April 13, 
1957, issue of the Post. 

Let’s go through a test run to show you how easy it 
is. You guess the circulation of the April 13 issue 
is maybe 5,200,100. Multiplied by the number of 
readers for each copy (say 3.8), it works out to 
19,760,380 readers. 

Now, say you decide that the average Post reader 
spends—um-—178 minutes with each issue. So you 
multiply 19,760,380 by 178 and you get three billion, 
five hundred seventeen million, three hundred forty- 
seven thousand, six hundred and forty as the total of 
minutes spent reading the issue. Now 178 is not nec- 
essarily your number. It might be 59, 118, 231 or 
some other figure. Now guess! Write out your an- 
swers and mail your coupon today! 


RULES OF THE CONTEST: 


1. First-prize winner will be the person coming 
closest to the median of all the total-time-spent 
figures submitted by the contestants on the basis of 
the formula below. Other prizes will be awarded 
for the next-closest estimates. 


2. Who may enter: If you are employed by an 
advertising agency or are a member of the adver- 
tising or marketing departments of any company 
that advertises nationally—you are eligible. (Em- 
ployees of The Curtis Publishing Company or its 
subsidiaries and Batten, Barton, Durstine & Osborn 
are ineligible.) 


3. All entries must be received before the close of 
this contest at midnight, May 8, 1957. 


4. Each contestant is limited to one entry. No 
entries will be returned. 

5. Circulation estimate, readers-per-copy estimate 
and time-spent estimate must appear individually 
on coupon below. 


6. In the event of ties, further contest material may 
be required. 


7. Decision of judges is final. 
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To: ‘*Time-Spent"’ Contest 
The Saturday Evening Post 
380 Madison Avenue, New York 17, New York 
Multiply 
Ps x = 
(Readers (Minutes) 
per copy) 


(Circulation 
estimate, 

April 15 issue) 
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Revamped House Postal Bill Aims 


at Bigger Bite fro 


WASHINGTON, April 18—Congress | 
gave Postmaster General Arthur 
Summerfield funds this week to 
put the department back on a nor- 
mal basis and the House post office 
committee got ready to report a 
postal rate bill revamped to put a 
bigger bite on large magazines. 

The Postmaster General’s show 
of force last week when he sus- 
pended Saturday delivery routed 
the House economy block. By 
Tuesday night both houses had| 
been stampeded into approval of a| 
$41,000,000 supplemental appro- | 
priation to cover the budget gap 
through the remainder of the cur- 
rent fiscal year. 

In an equally uncompromising 
mood, Mr. Summerfield returned to 
the House post office committee 
Tuesday to sum up the case for his 
$527,000,000 rate increase bill. 
When the month-long hearing fi- 
nally closed this noon, committee 
members from both parties seemed 
determined to go to work when the 
Easter recess ends April 30 on the 
drafting of new second class provi- | 
sions aimed at magazines with cir-| 
culations in excess of 75,000. 

Despite the fact that Congress | 
came within $6,000,000 of putting | 
up the full supplemental fund he 
had demanded, the Postmaster 
General held back on the restora- 
tion of some of the important postal 
services covered by his service re- 
duction plan of April 5. 


8s The threat to embargo third 
class mail April 29 was promptly 
withdrawn and Saturday service 
was restored. But Mr. Summerfield 
failed to restore the third delivery 
in business sections or the full 


hours of window service formerly | 


provided in large post offices. 

His refusal to restore full serv- 
ice prompted another flare-up to- 
day of the ill feeling which charac- 
terized the House debate Monday 
when appropriations committee 
members reluctantly bowed to the 
approval of the $41,000,000 supple- 
mental fund. Noting that Congress 
had come within $6,000,000 of pro- 
viding all he asked, and that a 
large part of the remainder could 
be made up by postponing certain 
capital expenditures, Rep. Vaughn 
Gary (D.,Va.), chairman of the 
appropriations postal subcommit- 


m Big Magazines 


be computed at 2.3¢ per copy when 
it is contrasted with Life’s state- 
ment that the cost of carrying a| 
first class letter weighing less than 
one ounce should be computed at | 


3.1¢,” Mr. Stans said. 


@ At today’s hearing, Rep. Charles 
Holifield (D., Cal.) had post office 
estimates showing “losses” of near- 
ly $22,000,000 for handling Life, | 
Reader’s Digest, Ladies’ Home 
Journal and The Saturday Evening 
Post. While Mr. Stans cautioned 
that these figures were based on 
averages, he drew hearty laughter | 
from the committee when he said | 
“in any event, Life’s spokesmen 
overstated their case.” 

The plan to revamp the second | 
class rate increase was proposed | 
by Rep. Alfred Santangelo (D., 
N.Y.). Instead of a series of four 
15% increases in annual steps on 
all zone-rate publications, he want- 
ed to know whether it would be 
practical to “draw a line” between 
the big publishers and the little 
ones. 

When Mr. Stans said this could 
be done, if it were not too compli- 
cated, Rep. Santangelo said he was 
thinking in terms of a higher rate 
for publications with circulations 
in excess of 75,000. 


@ Rep. Tom Murray (D., Tenn.), 


|}in the affairs of the tv industry 


Bright new faces 
for America’s best 
liked “individuals” 


Nelloys: 


cm 
OF BATTLE CREEK 


NEW FACES—Kellogg Co. will promote its “individuals” to restaurants 

with this color ad in trade publications in May. The copy points 

out that Kellogg’s new packages make it easy for folks to recognize 

their favorite breakfast cereals. Leo Burnett Co., Chicago, is the 
agency. 


Five More TV Film Firms to Be Hit by Block 
Booking Complaint, Anti-Trust Chief Says 


Wasuincton, April 18—Anti-|in blocks represents illegal use of 
Trust Chief Victor Hansen slapped | copyrights. 
“block booking” complaints on five In his discussion of the film 
more distributors of Hollywood cases today, Mr. Hansen said his 
feature films today, and made it | staff takes the position that block 
clear that his staff’s intervention | booking of film in tv is just as il- 
legal as it is in the motion picture 
has barely started. industry. 
In an address before the Fed- 


the committee chairman, noted the 


for newspapers with circulations 
under 5,000. He thought the same 


On two occasions this week Pres- 
jident Eisenhower went out of his 


ference yesterday the 


out the postal deficit as one of the 
problems that should _ receive 
prompt attention. 


8 In his final statement before the 


tee, expressed surprise that the 
department was holding out. 
Freshmen Democrats on the 


hit two major themes: (1) that the 
| postal deficit is an important part 


House post office committee made | of ihe national budget problem and 
one final show of resistance to rate| (2) that there can be no effective 
hikes this week by questioning the | solution 


without an increase in 

accuracy of the sampling methods| first class rates. 
used by the Post Office Depart- He reiterated that publishers 
ment to apportion its operating | have met other cost increases by 
costs among the various classes|advancing their advertising and 
of mail. circulation rates and he argued 
“they can and should pay more 


® Strong sentiment for stiff rate 
hikes on big magazines voiced at 
today’s hearings showed that ef- 


forts of major publishers to trace | 


second class losses to small, light, 
non-profit publications had not in- 
fluenced many votes. 


postage, too.” As for third class, he 

| said it once paid 98% of cost, but 
now pays little more than half. 
“Behind it,” he said, “is a vigorous 
industry which is well able to pay 
\its fair share of our expense of 
| distributing sales material.” 


Appearing for the first time in} 


nearly 15 years of rate hearings, 
spokesmen for Life had used an 
entire morning session to show 
special accounting tabulations 
which sought to show Life already 
returns more than out-of-pocket 
cost incurred by the post office. 

But earlier this week, Deputy 
Postmaster General Maurice Stans 


's Stressing the need to get the 
department’s finances in order, 
Mr. Summerfield said Congress has 
|held back on capital expenditures 
|needed to modernize the depart- 
ment and improve its efficiency. 
He estimated a billion dollars must 
|be spent on buildings and equip- 
ment in order to reap the benefits 


said the Life figures, “if they are 
properly cast and _ interpreted,” 
contain an admission that the loss 
to the post office in handling Life | 
amounts to between $4,000,000 and|to embargo third class mail, Fed- 
$5,000,000 a year. eral Judge Joseph C. McGarrahey 

“I certainly do not believe the | dismissed a suit filed by Associated 
committee will accept the conclu- | Third Class Mail Users to prevent 
sion that the cost of Life, weigh-|the embargo from going into ef- 
ing an average of a pound, should ' fect. e 


of improved’ efficiency which 
would be possible if adequate facil- 
ities were available. 


bill already contained exemptions | 


way to indicate his full support of | next industry practice which will | 
Mr. Summerfield. At his press con- | be hit in anti-trust complaints, he | 
President | said his staff “is far more knowl- 
said he was entirely in favor of the | edgeable” 
service reductions ordered by the! content of alleged tie-ins between 
department in its budget crisis. To- | the sale of network time and pro- 
day, in a special message telling| grams than 
Congress how it can cut federal ex-| peared before the House anti-trust 
penditures below the $71.8 billion | committee last September. 

budget level, the President singled | 


|} committee, the Postmaster General | 


With the withdrawal of the order | Associates 


eral Communications Bar Assn./|» Reviewing the movie cases, he 
he said the anti-trust division has| said the courts were impressed by 
no timetable for the completion of | the fact that theater owners were 


its work in the tv industry, “but| required to buy more films than 


plan could apply to magazines.|I can assure you we still have| they required, and to pay for each 
Rep. Elford Cederberg (R., Mich.) | much work to do. We intend to! film whether they used it or not. 

thought all magazines should get} continue ' 
the same rate on the first 75,000,| that television broadcasting is op-|to disregard community taste and 
regardless of their total circulation. | erating in free and open competi-| play undesirable films, or to fore- 


until we are satisfied| We said this often caused them 


ticn.” |go playing films already paid for. 

While he did not indicate the|“Moreover, since the playing time 
of theaters was limited,” he said, 
“block booking had the tendency 
to pre-empt the playing time of the 
exhibitor for the films of one pro- 
ducer and thus exclude the films 
of other producers.” 

Legally, he said the issue was 
whether the monopoly obtained 
|through a copyright on a film 
could be used to compel stations 
to buy films they might not want. 
“We wish to insure that television 
broadcasters will not be subject to 
the type of economic restraints 
that encumbered motion picture 
exhibitors,” he declared. 


about the scope and 


it was when he ap- 


® Noting that he had previously 
|reported his interest in network 
“must buy” policies, he said: “We 
are now studying voluminous in-| 
formation acquired for us by the 
FBI to determine whether this} 
|practice violates the anti-trust 
laws.” 


® Radio and tv lawyers who lis- 


As an indication of the work 
still ahead, he reported that the 
anti-trust division is currently 
making a careful study of the four 
volumes of exhibits and testimony 
published earlier this month by 
the special anti-trust subcommit- 


tened to the speech were con- 
vinced that “block booking” cases 
might provide legal precedent for 
additional anti-trust attacks aimed 
jat network use of option time. 


| As a possible link between the 


two, they pointed out that courts 


tee of the House judiciary com- 


mittee. He said his staff also|termine whether the broadcast of 
“looks forward with great inter-| feature films by networks in op-| 
est” to the report on television | tion time could be regarded as a 


networks which is supposed to be 
issued soon by the Senate commit- 
tee on interstate and foreign com- 
merce. “And we are certain that 
the report of the FCC’s network | ing complaints 
study committee, being prepared | and avoidance.” 
by Dean Roscoe Barrow and his| 
staff for release about July, will 
, be of great value.” 


| throughout the network. 


with 


to take any 


|@ The five Sherman Act 


against C & C Super Corp., dis-| ers,” he explained. 
| tributor for RKO Pictures; Screen 


Gems Inc., distributor for Colum- | ® “We do not wish to prevent tele- | 


bia Pictures; Associated Artists| vision broadcasters from purchas- 
Productions Inc., distributor for|ing as many feature films from 
Warner Bros.; National Telefilm|one distributor as they choose,” 
Inc., distributor for | he contended. “As Attorney Gen- 
20th Century-Fox and United Art-|eral Brownell said when the 
ists Corp., which distributes its) Loew’s case was filed, ‘the relief 
own films for tv. The complaints 
were identical to the one filed) sion stations from licensing a large 
against Loew’s Inc. earlier this|number of pictures at one time for 
month, charging that sale of films! administrative convenience; the 


|might eventually be asked to de- 


method of “block booking” films 


Mr. Hansen said so far film dis- 
| tributors have met the block book- 
“confession 


‘They admit that they sold their 
films in large blocks but deny that 
any broadcasters were compelled 
undesired film and 
com-|contend that every one of their 
plaints issued today were directed|purchasers are satisfied custom- 


sought would not prevent televi-| 


Advertising Age, April 22, 1957 


only requirement would be that 


i= distributor must permit the 


station to select the pictures mak- 
| ing up the group and permit nego- 
|tiations picture-by-picture’.” 

To a man, except for C&C Tele- 
vision Corp., which had not re- 
leased its statement as AA went to 
press, the tv film distributors pro- 
claimed their innocence in the 
anti-trust action. Most of them also 
noted that they had not yet seen a 
copy of the complaint against 
them. 7 


‘Media Competition 
Spotlighted During 
NBP Selling Session 


(For other news of the NBP meet- 
ing see Page 3) 

M1aAMi1 Beacn, April 18—Gener- 
al media competition came into the 
spotlight during the National Busi- 
ness Publications meeting here this 
week during a round table session 
on selling methods, conducted by 
the tf clubs of New York, Chicago 
and Cleveland. 
| The Cleveland club reported a 
case study involving a large in- 
dustrial advertiser using both gen- 
eral and business publications. A 
presentation of business paper val- 
ues resulted in a substantial in- 
crease in industrial publications, 
with a corresponding reduction in 
expenditures in general media. 


| 
| 
| 
| 
| 
| 


8 A survey of publication direct 
mail promotions based on inter- 
views with industrial advertisers 
and agencies was described by the 
Chicago group. The agencies crit- 
icized direct mail as being too vo- 
luminous, frequently improperly 
addressed and lacking in informa- 
tive content. 

Morris Goldman of J. K. Lasser 
& Co. summarized the findings of 
the annual study of business pub- 
lication operations based on the 
figures of 127 publications. He said 
that in 1956 both volume and net 
profits were up, but he warned 
that costs increased 12% last year 
and that the upward trend is ex- 
pected to continue in 1957. - 


ABC Sales Promotes Dutty 

James E. Duffy, an account ex- 
ecutive in ABC-TV’s central divi- 
sion sales office, has been named 
director of sales for the division, 
effective April 22. He joined ABC 
in 1949 as a writer in the publicity 
department. He has been a radio 
and tv account executive for the 
last four years. In his new post he 
succeeds Ernest Walker, who has 
resigned. 


Thor Tool Boosts Corkery 

John F. Corkery, formerly sales 
promotion manager of Thor Power 
Tool Co., Chicago, has been ap- 
pointed vp of public relations. He 
will have charge of Thor’s adver- 
tising, public relations and sales 
promotion. 


CHARLES F. MIKUTA has been appoint- 
ed an account executive of Kenyon 
& Eckhardt, Chicago, to serve the 
| RCA Victor Distributing Corp. He 
formerly was an account executive 
on Admiral at Russel M. Seeds Co. 
and before that was sales promo- 
| tion manager of Norge Sales Corp. 


. 1 o ~ PRS aR  GAE SRE ge ORE gs ge fo A re ig go ee 6. ha ee ene me eae ae See eo ee. = eee EM oe tgs Dae «gallant. 8 
ee ere ae fiers ee a es: cum ae? a ee as ee See ee 
| i A es Bae ae ar a rt. ‘oa ees oe a ee ak 
is meet tee rt ‘ a a ae en eat Se eee Fah Oe Soha ere 2 ae | aeM, sh ee Sia se Sy a A Ore ae 
eH 3 aie i if 3 es : - 3 f om aaah cs a fae ag 2 SAIS oe co =e we Tas a stiled Fe pas le in stra Eat — ay 
re ae 
aa 
i ; = 
x 
i ' ee 
‘a yo Be B jokey, he } 4 
ii _——_ - a ! = 
ae - i w\ 2\= a 
= = nl ae J Vv V 'y | 
en cael pa! = 
oe” <2 { { ,. : : 
es . : o 2k : 
oe . — 346, 08 ® / 
, ‘ia 4 . — S j J ré bn -* : , 
‘a & y/ i 222 ” 
a? a bet Dole | 
<a S Cer 4) of : 
a tn me EY = 
%. oA or 
a | Aer 
q ott tere) 
a F 
E ak o 
re v, : ~ 
" , ———_ | a 
~ . } a 
% a 
a ' 
: ‘ 
: : } 
E a 
+ Si Ey 
Pe | if 
ore: a 
ee fi 
ee _ 
1 | “i 
es eee ; 
a $$ | 
ee rs 
ee | 
ite 
, : 
‘4 ad 
eras, oo 
Sol 3 
eS 3 
i at i, 
ce. P 
YS 
ar ; 
— 
? 
Pam | 
aa " 
aoa 
a 
Ee 
: Pe | | 
nt 
mae: ‘ 
ioc 
4 eee 
ae ; 
et 
“an 
act 
4 _. 
es 
as : 
2; 
8 
Bees eee 8 
aries. ce 
ae 
a ss en . 
Al 
ae ‘* ; 
pe: a 
ae ; 
Site * 
: a 
- a. = ‘ 
é ~ C9 , 
peer 
<a 3 ' 
Sis al 
a! : 
a. 
wes 
¥ s oe 
a 
roe, 
bibs 
ie, a oes Ee ‘ L = a 4 : 2 | or ‘ os ; Se ’ a et r ; ee ; Sle gs ei i - 
creep sbc cam | fee sete oe maestureee tte Se REESE fe Raa ARARE Ra, SAINI ee Sa a. eS 
5 ny Pea ee ee ae ki; was ELST beaks Sux Exe ‘en ae PI dA Ee fe ep wea edn is Pied en She Se GS 8, ‘ per oy i oe ie 2 
Prem tem eWl |. pie ROTO 2 ik it Se RCE okt Slt al ee Pe keer e eo tte eee oe le eae aaa ee We tiga ; ee face ae mee ae Bard (Lok eee Tet eee Sa ae. pe 
ee eee 7 ae tS hea Ne ae in El once ‘ial 5 ok eet Barish es ke eRe Sg BOWES) niet en ee Bie aa - a i eee <P slg eee: = is yg ae te, pir ate om . bane: 


©. PARKER McCOMAS, President 
Philip Morris, Inc. 


The President Knows... 


“WHY PHILIP MORRIS’ PRODUCTS 


SELL SO WELL IN LOUISVILLE” 


“Philip Morris is proud to be a part of the dramatic 
industrial growth of Louisville. We are growing 
with the city, having recently completed a new 
production wing on our modern Louisville plant— 
one of the world’s largest, a new stemmery, and 
new leaf warehouses. Kentucky furnishes rich 
burley tobacco for our cigarettes and skilled per- 
sonnel for our Louisville plant. 


The people of Kentucky have supported the 
growth of our products—Philip Morris, Marlboro, 
Parliament, Spud and Benson & Hedges. In Louis- 


ville and in Kentucky we consider The Courier- 
Journal and Louisville Times prime media. These 
distinguished newspapers have played a vital role 
in chronicling our growth and in delivering our ad- 
vertising message to Louisville and Kentuckiana.” 


Last year Philip Morris sold Louisville for all it’s worth 
with over 42,000 lines of advertising in both The Courier- 
Journal and The Louisville Times, plus 6,800 lines in The 
Courier-Journal Sunday Magazine. These newspapers in- 
variably rank at or near the top in every quality survey of 
American newspapers. 


Gell Louisvitte for all its worth! 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


@he Conrier-Zonrnal - THE LOUISVILLE TIMES 


392,500 Daily Combination © 313,633 Sunday 


Represented Nationally by The Branham Company 
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Magazine Performance Awards 


9-YEAR RECORD, 1951 THROUGH 1956 


“| *. 7 * 
* 7 * ? 


a a . Fi as j a My } 
Americas Class. Vous Vagazine og P Americas (G News Magazine 


Americas Clase Nee. Vagazine 
| 


BUSINESS = © = communications 
AND INDUSTRIAL CONSUMER ADVERTISING im ‘ & PUBLIC UTILITIES 
ADVERTISING _ &§ ADVERTISING 


Largest page gain 1951- q . | Fourth to First in 


in the field 1956 4 , total pages, and 
3 largest page gain 


Largest page gain 
in the field—only one 
to gain every year 


> © *. y § _ * | 


Americas Class News Magazine , Americas Class News Magazine 


America’s Class News Magarine 
= 


ES a PN 


NEWSSTAND GAIN 


1951- 
1956 


The only magazine I fe INDUSTRIAL MATERIALS, 
in the field to DOUBLE its | FIXTURES & ACCESSORIES 
CIRCULATION | ADVERTISING 


Ho4 Fourth to Second in ae 
i the field in volume 


Largest in the field 


Oe EN se HP Ne ee 


SOURCE: 
Publishers Information 
Bureau and comparison 


| ) - 
Americas (1 G Vews Magazine Americas ats News Magazine 


of publishers’ 4 
statements to the 
Audit Bureau of OFFICE EQUIPMENT 4 


| RESORT AND TRAVEL SERVICES 
| ALL STEAMSHIP ADVERTISING 
PASSENGER TRANSPORTATION 
ALL RAILROAD ADVERTISING 
ALL AUTOMOTIVE ADVERTISING 


& WRITING SUPPLIES 
ADVERTISING 


Largest page gains in the 
field, double those of 
second-ranking magazine 


Largest page gains 1951- 
in the field lade 
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Americas Class News Magazine 


LARGEST ADVERTISING 
PAGE GAINS IN THE 
FIELD 


1951- 
1956 


America’s Class News Magazine 


AVIATION, 


AVIATION ACCESSORIES FINANCIAL ADVERTISING 


& EQUIPMENT 


total pages, and oe 


largest page gain 


Americas Class News Magazine 


MANUFACTURERS’ 


MATERIALS & SUPPLIES 
ADVERTISING 


Fourth to Second in 
the field in volume 


Americas Class News Magazine 


Now more than 900,000 


net paid circulation ... a market 
not duplicated by any other magazine in the field 
Advertising offices at 45 Rockefeller Plaza, New York 20, N. Y. 


Other offices in Boston, Philadelphia, Detroit, Cleveland, Chicago, 
St. Louis, Los Angeles, San Francisco, and Washington, D. C. 


Americas Class. Vow Vagazine 
, » 


: ADVERTISING J Second to First in the 
: field in volume and 


First in the field in ; largest page gain 


Americas Yass. Veuws Magarine 
~| 


The only magazine in 
the field to show a gain 
in total pages 


every year 1951- 


1956 


= | i 
Americas Class News Magazine 
= J 


Total GASOLINE, 
LUBRICANTS & OTHER FUELS 
ADVERTISING 


Third to First in the field in —-1951- 
volume, and largest page gain 1956 


hs THE NEWS and management field, one magazine—‘*U.S.News 

& WorLD Report”’—stands out in the period 1951 through 
1956 in all the important measurements of growth, vitality and 
selling strength. 

Reasons for this record are clear. More and more of America’s 
high-income people of importance are finding in ““U.S.NEws & 
WorLD REporT’”’ the essential news of national and international 
affairs which they can use to their advantage. News of such 
importance commands thorough, intensive and loyal readership. 
This readership, by the class of readers ““U.S.News & WorLD 
REPORT” automatically attracts, leads to buying action. 

In 1957, as in the previous five years, more and more adver- 
tisers are finding “U.S.News & WorLD REPORT” essential— 
because its readers do. 


USEFUL NEWS 
FOR IMPORTANT 
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Advertising Age 
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(DE 7-5200), 480 Lexington Ave., New York !7 (Plaza 5-0404), National Press Bidg., 
Washington 4, D. C. (RE 7-7659). G. D. CRAIN JR., president and publisher. S. 
BERNSTEIN, ©. L. BRUNS, J. C. GAFFORD, G. D. LEWIS, vice-presidents. C. B. 
GROOMES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Publications, Magazine 
Publishers Association, National Business Publications. 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, John Crichton 
Managing Editor, Jarlath J. Graham 
Assistant Managing Editor, Don Morris 
Washington Editor, Stanley E. Cohen 
International Editor, Milton Moskowitz 
Feature Editor, Emily C. Hall 
Associates. New York: Maurine Brooks 
Christopher, Charles Downes, James V. 
O'Gara, Lawrence Bernard 
Chicago: Murray E. Crain, Albert 


ADVERTISING 


Advertising Director, Jack C. Goafford 
Manager Teles and Service, G. D. Lewis 
Assistant Manager Sales and Service, 
William Hanus 

New York: Harry Hoole, Eastern 
Advertising Manager, James C. 
Greenwood, John P. Candia, David J. 
Cleary Jr., Louis DeMarco, Daniel J. Long 
Chicago: E. S. Mansfield, Arthur E. 
Mertz, Rod H. Minchin, David J Bailey, 
John F. Barnett 

Los Angeles (17): Simpson-Reilly Ltd. 
Stephanides, Lambert S. Botts, 1709 W. Eighth St., Walter S. Reilly, 
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Myron A. Hartenfeld, circulation director. 


Monday Holidays—a Step Forward 

For a good many years, we have been giving our hearty approval, 
both publicly and privately, to those hardy individuals who comprise 
the World Calendar Association, and whose ultimate objective is to 
secure adoption of a much more scientific calendar. 

The calendar they espouse would be extremely bad for those who 
like variety, since it would involve a constant succession of years 
which were exactly similar, as far as the calendar is concerned. Each 
year would have four equal quarters of 91 days—exactly 13 weeks; 
every date would always fall on the same day of the week; all holi- 
days would be placed so that they fell in conjunction with a weekend; 
and in general, a good many of the irritations and frustrations induced 
by a calendar in which fixed events move around startlingly, would 
be eliminated. 

We have always had the notion that basically simple, logical ideas 
like this are the hardest of all ideas to sell; they are so simple and so 
logical that people instinctively resent them. They are afraid that 
there is a catch somewhere ...because if there isn’t, how come so 
sensible an idea wasn’t adopted centuries ago? 

So it has not surprised us that the proposed world calendar has 
never managed to get itself adopted anywhere, and that it has a con- 
siderable number of opponents, mostly on sentimental, patriotic and 
religious grounds (although, of course, calendars have been changed 
before, birthdays and other events have been moved around more 
than somewhat, and it is a wise holiday of any antiquity which can 
be absolutely certain it is being celebrated on the “proper” day). 

All of this is to report our sorrow that a move to shift some holi- 
days to Monday, which has been gaining momentum in a number of 
states, has aiready run into opposition from the American Legion, 
whose national commander one governor that he is 
“shocked” at what he calls “an abortive attempt to emasculate the 
traditional American holidays.” 

This strikes us as language more colorful than exact. Why moving 
the official observance of Independence Day, let us say, from July 4 
to the nearest Monday to July 4 would “emasculate” the day is 
beyond our comprehension. All holidays, including Independence 
Day, have traditionally been celebrated on Monday when they hap- 
pen to fall on Sunday; what is so startlingly unpatriotic about ad- 
vancing the celebration to Monday if the day happens to fall on 
Tuesday? 

We don’t have to change the date itself. July 4 can continue to be 
Independence Day, but we can celebrate that day just as well on 
July 3, can’t we? To the millions of people who have moved the cele- 
brations of their personal holidays, like birthdays and anniversaries, 
forward and backward to suit their convenience, it would be no trick 
at all to explain such a sensible idea. 


Credit Is Due Some Admen 


Without meaning to do so, we failed to give credit where credit is 
due, in connection with the U. S. Information Agency bulletin which 
we printed for the edification of admen in our March 25 issue. 

We did not report that the bulletin was developed and written by 
the public service committee of National Industrial Advertisers Assn., 
which has sparked this whole program, and which deserves com- 
mendation for practical assistance in the cold war effort. 

So we are glad to tell you that the bulletin explaining how business 
men can cooperate was written by a committee headed by Keith J. 
Evans of Joseph T. Ryerson & Son. Members were Bill Geidt, Inland 
Steel Co.; Carl McWade, Skil Corp.; Don Poor, Ceco Steel Products 
Co.; Howard Carlson, Signode Steel Strapping Co.; and Gus Shall- 
berg, Borg-Warner Corp. 

And we are glad of this further opportunity to urge AA readers 


has wired 


to check on the contents of this bulletin and to participate actively in 
making this phase of overseas communication and understanding 
more widespread and henceforth more successful. 


“He didn’t seem upset, but he did ask me for Walter Lowen’s tele- 
phone number.” 


Advertising Age, April 22, 1957 


Rough Proofs 


| 


| Easy Glamur rug cleaner is to 
be advertised with ‘“non-addy” 
phrases. 

The campaign will be heartily 
approved by Drs. Gallup and Rob- 
inson. 

_ 

“What effect, if any,” asks Sen. 
|Magnuson of the rating services, 
|““does the type of service ordered 
by a broadcasting interest have 
on the manner in which you con- 
duct your measurements?” 

The answer should be in words 
of one syllable. 

- 

| “I came here,” says Arthur Sum- 
j}merfield, “to build the Post Of- 
fice, not destroy it.” 

And Mare Antony came to bury 
| Caesar, not to praise him. 
* 

Charles Van Doren is joining 
NBC, possibly to back up the vice- 
| presidents, and CBS would be 
|}smart to get an option on the fu- 
jture services of the Wizard of Oz 
|Jr., otherwise known as Robert 
| Strom. 

. 

Milton Sandell says the super- 
market of the future will have 
more space for non-food items 
than for food products. 

And it will probably be so big 
the carts will be equipped with 
| outboard motors. 

e 

| Bill Ewald of The New Yorker, 
who broke his leg skiing in Swit- 
| zerland, plans to try it again next 
year. 


What They're Saying 


This might make an interesting 
story for the type of magazine that 
records the whimsies of unusual 
| people. 


Outdoor Story 

Today the location, form, and 
content of the outdoor advertise- 
ment is governed by science and re- 
search. Like the newspapers, with 
their Audit Bureau of Circulations, 
the outdoor medium has its Traffic 
Audit Bureau, established in 1934, 
to supply advertisers and industry 
members with uniform impartial 


lation. TAB is sponsored by the 
Assn. of National Advertisers, the 
American Assn. of Advertising 
Agencies, and the outdoor adver- 
tising industry. TAB publishes the 
audited circulation values of out- 
door panels in each market, and 
these reports are then used by ad- 
vertisers and their agencies in 
planning outdoor campaigns. 

Let me emphasize outdoor struc- 
tures cannot be increased at will 
to meet the demand of the cus- 
tomer, as the number of pages can 
be increased in a magazine or 
newspaper. The location of out- 
door panels is determined on the 
basis of securing for the advertiser 
the highest possible circulation and 


urement, and subject to local zon- 
ing... 
—Warner R. Moore, president, Out- 
door Advertising Inc., speaking to the 


March 20. 


Challenge for the Press 

There is no doubt that television 
offers a serious challenge to the 
press, but it is a challenge rather 
than a threat; few advertisers will 
find that they can rely solely on 


television to sell their products, 
land these few will be replaced by 
| others who are new to advertising. 


If the press accepts this chal- | 


‘lenge and sets out to develop its 


data on outdoor advertising circu- | 


coverage based on scientific meas- | 


Senate subcommittee on public «oads, | 


| + 
: .,| The Post offers a 2-week vaca- 
own natural advantages, it will|,. : Ane . : 
: . : tion in Tahiti for two as first prize 
find itself emerging all the strong- |... ; 
; in its contest on the amount of time 
jer for i. ls ent with the magazi by read 
It will not be easy and there may pang " Gomme oy 
|be some casualties in this process, | 
|but like every other business, ad- 
|vertising is living in a changing 
| world, and the future belongs to a 
hose who recognize this and act} ag , 
i¢ or 06 The Advertising Council says 
| accordingly. ti iy enone ti 1 
G. V. Nye, sales promotion manager promoting worthy Causes national- 


of Shell Mex & BP Ltd., London,|ly, without local backing, seldom 
speaking at the 5th Newspaper Adver- | succeeds 

tising Conference in Leamington Spa, J . P 
England You can’t make sales without 


‘distribution. 

On Your Toes . a 
A man who is satisfied has al-| How many small, low-priced 

ready started to slip. The same is | cars will be sold in the U.S. before 

true of a business house. Size and | an American manufacturer decides 

accumulated reserves are no guar-|there is a market here for small, 

|antee of permanence to a business. | low-priced cars? } 

A company “where wealth ac- | + ) 

|cumulates and men decay” is ina| A _ prize-winner in the ABP 

dangerous position. For vigorous |industrial advertising competition 

young competitors, small compa-|used the headline, “You can’t 

|nies, with everything to gain and| hardly do it wrong,” without indi- 

| nothing to lose, will be quick to | cating that he had the permission 

|take advantage of the situation; of George Gobel, the copyright | 


The nice thing about it is that . 
the winner won't have to prove he 
knows exactly where Tahiti is. 


|that is one of the values of small | owner. | 
|companies, they keep the larger e 
| ones on their toes. “42% of all dishwashers are 


—P. W. Litchfield, board chairman, in owned by Reader’s Digest fami- 
“The Wingfoot Clan,’ Goodyear house|,. _ ,, u ; 

organ, Akron edition. lies,” the ad says. ; ’ = 
The non-mechanical kind insist 
What Is Public Relations? |they’re the hardest working. 
Public relations might be de- | o 

|seribed as the application of the After placing an ad in Variety, 
best available knowledge of hu-| giving the name and address of his j 
man behavior to achieve the un-/| U.S. manager, the Lord Mayor of | 
derstanding, good will and coop-| Dublin may be expected to cover i 
|eration of people. Top operating | the lecture circuit with speed rival- 
|heads of every type of organiza-|ing that of Ron Delany. 
| tion—profit and non-profit—are e 

responsible for achieving good Baseball writers have already 
public relations, because no activ-|conceded the American League 

ity can today long succeed without | pennant to the Yankees, but Casey 

| it. Stengel says they'll play out the 


—Roy Leffingwell, pr consultant. | schedule anyway. | 


| speaking before the American Assn. of 
University Women in Honolulu. Copy Cus. 
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ALL the background, details, facts 
of big stories receive thorough documentation 

on The Inquirer’s ““Today’s World—Page Three.” 
Result: “Front-Page Readership.” 


No advertising on Page Three. No hastily 

assembled “little news,” or miscellaneous features. 
Here is a careful look behind important happenings; 
an explanation of how and why they occurred. 


Determined planning is essential to the success 
of “Page Three.” And it is planning that makes 
every page of this newspaper so inviting 

in appearance, so meaty with news, stories and 
features of real moment. 


Readers have noticed—and responded to— 

The Inquirer’s obvious focus on quality. Readers 
have given overwhelming loyalty to the paper 
dedicated to serving its community so well. Thus, 
more advertisers place more linage in The Inquirer, 
than in any other Philadelphia newspaper! 


The Philadelphia Prgquirer 


Now in its 24th consecutive year of total advertising leadership 


Sseemseel 
,) oe 


Exclusive Advertising Representatives: 


West Coast Representatives: 


ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


EDWARD J. LYNCH 
20 N. Wacker Drive 
Andover 3-6270 


RICHARD |. KRUG 
Penobscot Bidg. 
Woodward 5-7260 


SAN FRANCISCO LOS ANGELES 
FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
155 Montgomery St. 3460 Wilshire Boulevard 

Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS * FIRST 3 MARKETS GROUP 
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product-design engineers 


MAKE MARKETS GROW 


A new product idea can start anywhere, but noth- 
ing happens until the design engineer is given the final 
responsibility to actually create it. Only then does the 
chain reaction take place that makes the Original Equip- 
ment Market the most dynamic, challenging and reward- 
ing sales target in the world. 


Like a lady buying red shoes, one basic design 
decision leads to another, and another, and another. 
Every new product, or improvement, opens the door to 
countless alternative design possibilities. Because the de- 
sign engineer is responsible for the total performance of 
the finished product, he must study, evaluate, select, and 
integrate the latest developments in all fields of design 


engineering. 


Decisions relating to electronics, hydraulics, pneumat- 
ics, fastening and joining, power transmission, etc.—they 
all stem from the test: “Will this design do it better? And 


if so, how does it affect the other design decisions?” 


Materials, parts, finishes involve thousands more 
decisions. They meet the same test of objectivity: “Will 
this do it better?” After testing, even after marketing, 
many of these decisions will be changed. Always under 
pressure to get the design “frozen” for production, they 


must make decisions within given time limitation. 


Sometimes design engineers make wrong decisions, but 
they know better than anyone else the high price of watch- 
ing their “mistakes” come rushing off the production line. 
That’s why they seek all the facts, and weigh carefully 
the pros and cons, of every single item that they specify. 
There are no unimportant decisions, for even the small- 
est, most insignificant unit can destroy total product per- 
formance. 


The man with the green thumb is an apt 
title for the design engineer. For he is the man that makes 
markets grow. Look at any growth industry — aircraft, 
electronics, office equipment, machine tools, appliances, 
autos, etc. — and ask yourself how it got that way. Many 
people contributed original ideas, but nothing really hap- 
pened until the design engineer harnessed the right design 
to the right materials, parts, finishes. These are the men 
who will keep markets growing by making us dissatisfied 
with last year’s model, and by constantly tempting us 
with better, more efficient products. 


They keep their magazine growing, too. 
In the past five years their subscriptions have doubled the 
circulation of PRODUCT ENGINEERING. No wonder 
advertisers put more pages, and invest more dollars, in 


Product Engineering than any other design publication. 


Product Engineering 


MAKES SALES 


four-Bar linkages 


es burnction generates 


GROW 
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The McGraw-Hill Magazine of Design Engineering 
McGraw-Hill Bidg., New York 36. N.Y. 
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Defamation Suit in 
Providence TV Fray 
Settled for $10,000 


PROVIDENCE, April 16—A $1,000,- 
000 defamation suit against Cherry 
& Webb Broadcasting Co., owner of 
WPRO-TYV, Channel 11, was settled 
in superior court here last week 


when the plaintiff, Rhode Island | 


wORS 


GREATER CLEVELAND'S 


NUMBER 1 STATION 
SRS “Redic-Active’ MBS 


| Inc., owner of WNET-TV, Channel | signment of Channel 8 or another | $63,328,418 for a new high. Net in- | 


| 16, settled for $10,000. 

The suit resulted from newspa- 
per ads run by Cherry & Webb 
during a controversy over rights to 
the operation of Channel 2. The 
controversy stemmed from Rhode 
Island Inc.’s allegation to the Fed- 
eral Communications Commission 
that there were irregularities in 
Cherry & Webb’s application to 
operate a station on that channel. 

Settlement of the defamation 


Webb’s operation on Channel 12. 
| Operation of WNET-TV on Chan- 
| nel 16, however, has been suspend- 
ed since July 10, 1955. 

Abraham Belilove, counsel for 
| Rhode Island Inc., and its Channel 
116, said that the company now 


vhf channel to Providence. Only 


two tv stations now operate in Pro- | 


vidence, Cherry & Webb’s WPRO- 


TV, on Channe! 12, and Outlet Co.’s 


| WJAR-TV, Channel 10. 


Consolidated Freightways 
Names Buchanan; Income Up 
Consolidated Freightways Inc., 
national freight hauling company, 
has appointed the San Francisco 
| office of Buchanan & Co. Inc. to 


|suit has no effect on Cherry & supervise all its advertising. Plans 


|are now being developed for spe- 
|cial advertising programs in re- 
{gional markets throughout the 
| U. S., plus copy in trade, business 
}and shipping publications. 

Alex Streloff, public relations 
director for the trucking company, 


|plans to press vigorously for as-!reported last year’s revenue up to 


come was $2,063,399, as compared 
with $1,272,571 in 1955. 


Krueger Brewing Reports Loss 

G. Krueger Brewing Co., New- 
ark, N.J., reports 1956 sales of 
$10,895,140, compared with $10,- 
883,521 in 1955. The brewer had a 
net loss of $720,475 in 1956 com- 
pared with a loss of $45,590 in ’55. 
In its annual report the brewery 
says it was not possible in early ‘56 
to raise prices to compensate for 
higher costs; that sales were af- 
fected by poor weather, and harm- 
ful rumors that “the brewing of 
Krueger beer and ale would be dis- 
continued.” The company’s selling 
prices were increased last fall but 
did not become fully effective until 
early this year. 


The Atlanta Journal...now 


sEvenind 


in nation in daily 


Department Store 


Che Atlanta Zournal 


Covers Dixie Like the Dew 


THE ATLANTA CONSTITUTION 


The South’s Standard Newspaper 


Represented by Kelly-Smith Co. 


Atlanta’s department stores have 

made The Atlanta Journal second in the 
nation in department store advertising 
in daily newspapers because The 
Atlanta Journal consistently pays off 

in results. This newspaper that 

Covers Dixie Like the Dew serves well 


over a quarter of a million families 


daily. The Sunday Atlanta Journal 


and Constitution reaches over half 


a million families. It is the 


South’s largest newspaper. 


Circulation: 452,667 daily— 504,759 Sunday “*«° 


Advertising Age, April 22, 1957 


with the NEW 
Leroi 


EASY DOES necklines 


ITt—Plunging 
and vital statistics of Hollywood 
lassies will be featured in a new 
| Le Roi series to run in construction 
| magazines. Hoffman & York, Mil- 
waukee, is the agency. 


Colgate-Palmolive 
Overseas Ads Now 
Top $25,000,000 


New York, April 16—Colgate 
Palmolive now spends well in ex- 
cess of $25,000,000 on advertising 
outside of the U.S. 

The company’s overseas market- 
ing program was sketched here by 
William B. B. Fergusson, vp of 
C-P International, at a luncheon 
meeting of the American Market- 
ing Assn. 

Mr. Fergusson reported that: 


e 1. Colgate’s 32 foreign subsidi- 
aries and branches now use more 
than 25 advertising agencies. 

|@ 2. In 1930, foreign sales totaled 
| $22,000,000. Today the total adver- 
tising appropriation abroad ex- 
ceeds this figure “by many millions 
|of dollars.” (According to the C-P 
jannual report, foreign sales in 1956 
reached $217,555,000.) 


|e 3. In Latin American countries, 
where illiteracy is high, “the bulk 
of our media money is invested in 
radio and tv.” Outside the U‘S., 
“we have more than 700 different 
radio programs each week.” 


|@ Mr. Fergusson noted that the 
soap and detergent war being 
|fought by the Big Three (Colgate, 
|Lever and Procter & Gamble) is 
getting hotter. 

“The echoes of this U.S. battle,” 
he said, “are being heard overseas, 
and today there is considerable 
jockeying for position in various 
| important markets. Our company 
|has new detergent plants in Mex- 
ico, Cuba, France, Venezuela and 
|Canada, and others are in the pro- 
cess of construction.” 

The secret of success overseas, 
Mr. Fergusson said, is the use of 
“American methods and advertis- 
jing themes,” provided “they are 
adapted to local conditions and cus- 
toms” and “adequately supervised 
and coordinated.” «© 


| Stanislaus, Strobusch Merge 
Stan Stanislaus Advertising and 

Harvey H. Strobusch Advertising, 
both San Francisco, have merged. 
Mr. Strobusch and Mr. Stanislaus 

| will be principals in the enlarged 
agency, which will continue oper- 
ations under the name of Stan 
Stanislaus Advertising. The new 
agency will serve the combined 
accounts formerly handled by the 

| Separate agencies. 

| 


Hearst Distributors Adds Two 
King-Size Publications (The 
Saint Detective Magazine and 
Fantastic Universe) has named 
Hearst’s International Circulation 
Distributors to handle its two 
|monthlies, effective with July is- 
| sues. 
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How Outdoor Advertising foils | 


THE FEMALE “FORGETTERY ” 


All gals are divided into 3 parts—Heart... 
Mind ... and Pocketbook: 


Pocketbooks open when your message makes 
its mark on heart and mind. Thus do you 
advertise—millions are spent. She reads— 
and listens. 


But alas, she forgets because of her worka- 
day whirl of meals, chores, children. 


Test after test confirms that only 52% of 


OUTDOOR ADVERTISING 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


* ATLANTA © BOSTON + CHICAGO + DALLAS «© DETROIT *« HOUSTON «+ LOS ANGELES + PHILADELPHIA «+ ST. LOUIS + SAN FRANCISCO « SEATTLE 


alate 


brand name impressions survive a 24-hour 
period. 


To foil her “forgettery,”’ to keep your brand 
name alive, you must talk to her as she 
goes by to buy. 

Only OUTDOOR can do this vital job. 
OUTDOOR is closer to the point of sale... 
provides the missing link between your 
cumulative indoor advertising program and 
the moment of buying decision. 


INCORPORATED 


geqe Ee nae IS 


The proved selling power of Outdoor Advertising 
has contributed heavily to America’s prosperity 
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By showing most people 
what they most like to see 
CBS Television attracts 
the greatest audiences 
day and night and is the 
argest single advertising 
medium in the world... 


5 Seg oe OS ee ere ee A ene. neg ae PS ee ee th tS eee ae ~ te Ali 5 oy We Mie ek ri on = De ee et Oe a ee ws i eee * Se Se eee rt 
acne rye SS: et Te dio 4. ore per ject: ; Rapes = Se sh SL) ae tae peeeltee- a Sea te Rte Oe eee” “ge a a oo. ao ies A ee ween 2 a Pons oY ean mE Rats, St 
a: Gane Set, en ag Re, ‘ a eis Bie ie ite ee ame 2 bs a mtg wae a eae ees 0 en. sy) ae ee eer ee iy 
PEM Sete eRe ey See i gee Pi, eels a 3. 9. jaca i eon , Seas Te 8 Be ik ai apes Ve = ea eee E Ape tee tas. | ae TEARS ears 2 ee erg 
4 Te ie Bee i eae ae ee ‘ mae eae oe ih NN gaia , gia ee ernest ae Sp ok Gl a aera rae Be ENG ate iit OS ORs 
as i cee | eae Si 4 Tein rae Ree Ss 4 ; Fike. <i cou. : se ce aa ae SRM beeen, cela a. a ue SO Sie aA To MEO ax: so) J 
a We i ae os ec lee Ss ame ee goat rae ee Ne es ae So ie ae 
; a2 se ‘ pene F Baa 
a earns 
md 
" | 
: 
ae 4 
ee = 
Fie : 
i. Stig ae 
7 eS 
Pat : 7 
‘ ; 
ae " 
Biel, . 
a - Mm ‘ 
, j ; 
a. | Me: 
a: a 
ee és 
ie 
i yea) 
a 
@ 
ay > 
‘ | : 
z ae. 
gy e's 
“ a 
. ha 
ES = 
5 ie 
Bi 
a: 7 
ay . 
a aE 
Ai - 
- Bape 
oom 4 q 
a bs +] 
Ree 5 2 
. aa is 
4 uf eae 
Se > eye 
ze ol ile 
ey 6 ae 
a) ; ee 
" an tte 
i oo fee 
em re oe 
e ee ee 
> 7 
. «a on of 
oe 4g 
oa oe: Vaiiege 
ca ‘ 
i r i‘: 3 : 
F - 
os a ae F 
* me. 
| - 
A ae 
ms oe 2: « 
: ae 
I — - 
a 
oe Se = 2 
= + a 
= ee 
\) 6. oi oa 
“J fo) 
4 ies 
a ne 
, Le ie 
oo a =a i 
' 2 ae 
a = 
ba ny pt 
Me Ens : 
poll. are 
ae ee ‘ 
sa ee 
i cm 
ate fie ; 
a hs hs 
oe ; 
ip 
a . 
ae 
aM 
4 ] 
S As | 
a | 
os 
14 
Ss 
a Re : | 
2 ; i! 
im | 
. 
a 
_ 
Se 
— | 
Bie / 
o 
‘t 
i 
Y : | 
‘ 
" 
ae. 
q ’ 
si ; 
te! ; 
¥: 
iy i 
"4 
: i 
=" 
ee eae Se, Ge ‘ Seat, Sia ‘ : Fe f, eae Po g nee ema’ ey fe ae eee Zicien ar ep es PBZ ? ; oo a es ope aoe sh ay ne Ae Ag vS > Se es, ves Po oes 
- eae 5 cnet Brae re 28 sem Oiyetinmetemesa~ ere ee ee ee - hth Regs We nae cdaicsidenbn te $e Seema Eecde ‘ oa - b ; Pee + c= an aes Serre | 
a Na eee 7 RE Ba ng... 2 ek Bi ec Zire ee a er eee ae | _ es, ee Pa eee Mee de ie ee oe ; : ge ~ a ne A Se vo : ee Ss yet Hi le ces 
| ee No a ee REG Pe fs ee ate x i Oe eee 5. yaad a ee. ee = eo te poten 
é ea na ies oi voc ei aS ate es, ie aT os es tect See es ee ee ee oe eee eee ee tee PER SS ei soap - Sore er can al : gate eR ed 
5, if y ee es. Pa, ae ee ee Sea ee ri yo = i Lah ees pe OE ary Sa rE: Paar Etc ‘ aa 


1. 


2. 


> 


CBS Television broadcasts 8 of the 
10 most popular nighttime programs 


...6 of the top 10 during the daytime 
(FIRST FEBRUARY 1957 NTI). 


The number of people who actually 
watch the average program — not the 
total number of people who casually 
tune to a network sometime during 
the course of the broadcast week. 


. CBS Television daytime programs 


deliver a 23% larger average audience 
than the only other network with a 


daytime program schedule (7 am-« Pm, 
MONDAY-FRIDAY, FIRST FEBRUARY 1957 NTI). 


. CBS Television nighttime programs 


deliver a 21% larger average audience 
than the second ranking network... 


79% larger than the third (6 pm. 
11 PM, SEVEN NIGHTS OF THE WEEK, FIRST 
FEBRUARY 1957 NTI). 


Today, as in 1956, 1955 and 1954. 


According to the most recent PIB 
figures, CBS Television is earning a 
21.5% larger share of America’s total 
advertising appropriation than any 
other single advertising medium. 
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Honor ‘Guys Who 
Write the Ads,’ 
Rindlaub Urges 


New York, April 16—“The lit- 
tle man who isn’t there... when 
awards are handed out...the man 
who writes the ad,” got a break 
yesterday, when Jean Wade Rind- 
laub, vp and director of Batten, 
Barton, Durstine & Osborn, told 
400 advertising and publishing ex- 
ecutives that advertising copywrit- | 
ers deserve more credit than | 
most of them usually get. 

Speaking at the advertising | 
awards luncheon sponsored jointly | 
by Associated Business Publica- | 
tions and the Advertising Women 
of New York, at which 27 adver- 
tisers and their agencies received 
awards for their 1956 advertising | 
in merchandising papers (AA, | 
April 15), Mrs. Rindlaub told the | 
award winners: 

“If you didn’t bring your writ- | 
ers to this lunch, if you didn’t get 
your president to write a letter | 
saying, ‘We were doggone proud of | 
that ad that won the prize, even 
before it won—and now we know | 
the judges were pretty bright, too,’ 
I don’t think much of your skill in 
public relations.” | 

Admitting that she has “a purely 
personal prejudice” in favor of 
“the guys and gals who write the | 
ads,” Mrs. Rindlaub declared that 
“right at this minute there are 
awards hanging on clients’ walls, 
and account men’s walls, and on 
corporation presidents’ walls—all 
because someone stuck around one 
night and didn’t take anyone out 
to a show, and didn’t have any 
client or even any home-and-fam- 
ily contact. And he never got a 
medal—he just wrote an ad. 


® “I like the guys who write the 
ads. This is the way you get to| 
feel,” Mrs. Rindlaub said, “when | 
you spend a lifetime with the| 
guys who write the ads. I like the | 
way they care about the product. I 
like the way they can get mad if} 
they think that comma you shifted | 
is going to make a difference in | 
that brand image they’re building 
up for you. 

“T like the frustrated way they 
tear their hair when there isn’t 
enough space to run the ads they 
know you need, or the ad goes 
down and gets all carved up and 
nobody bothers to tell them why. 

“And oddly enough,” Mrs. Rind- 
laub said, “I like the man who sells | 
the ads. Now there’s a character. | 
Nobody’s friend. Always in the 
middle. Does his client want the | 
impossible? He’s got to produce it | 
—working through people. Often | 
through people who don’t want to | 
be worked through. | 

“Are the sales figures down? Did 
the promotion lay an egg? Who 
was wrong all the time? The guy | 
in the middle. Did competition | 
come up with a brighter copy 
theme or a sounder media buy, or 
a higher rating show, or a better 
piece of research? Who’s the man 
who missed the ball? Of course, 
the guy in the middle. It’s a tough 
spot—ulcer-generating. 


s “But it’s also a great spot for 
great men, and there are quite a 
few great guys in it. Men big 
enough to bury their own disap- 
pointment and re-spark, re-chal- 
lenge, re-fuel the spirits of the 
rest of the team—men so strong 
they can bounce back with a better 
program when the one they staked 
their faith in falls apart.” 

Mrs. Rindlaub also had some 
good things to say about the client 
—“the man who pays the bills, 
who cares about the quality of his 
product and who has to reconcile 
the agency’s projects with his com- 
pany’s aims. He has to make sure 
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; 
that the advertising sounds like his ;food has come out of boxes and | asked, “to replace some of the; beyond convention. ' 
company, for if it doesn’t it will in| cans and in pre-packaged bits.| pleasure that good old inconven- “We've got three years while the \ 
the long run do his company no They will need more convenience, |ience used to supply—the fun of|baby boom goes on through the 
good.” more ways to save time. | doing it yourself, the creative sat- | school system. Three years to gain 

Reminding her audience of the |isfactions? Isn’t it up to us to fill| greater understanding of our cus- 
“baby boom” during the early|# “Isn’t there an obligation and | up the empty spaces with new/| tomers and their lives so that we 
1940s, Mrs. Rindlaub stressed the|a challenge for all advertisers, | goals, new opportunities? will not repeat the old mistakes. 


|importance to business men in all| agencies and magazines to make “The challenge of leisure—the 


fields of preparing now for the/the quick and easier better, to| challenge of boredom,” Mrs. Rind-|# “Are we ready for the changes 
new adult consumers now in their| pack more nutrition, more good |laub suggested, “is to help people| and expansion that are coming?” 
teens. eating into every convenience food, | to lift their sights above the im-| Mrs. Rindlaub asked. She suggest- 

“Are you planning for the ’60s?”| more satisfaction into every con-| mediate crisis of three meals ajed that industrial magazines and 
she asked. “Those youngsters have | venience product? Isn’t there also|day, to help them to be strong | business papers must be in the 
grown up in a world in which|an_ obligation,” Mrs. Rindlaub | enough to rise above conformity, | forefront of the planning, pointing 


As businesspaper readership continues to grow, so do sales opportunities 
for advertisers. Now, businessmen are investing $13,000,000 a year for 
2,850,000 subscriptions to 160 specialized ABP member-papers. The fact is... 


all good selling is specialized...and 


nothing specializes 


3 


uses businesspapers 
to open new doors 
for their salesmen 


uses businesspapers 
to gauge potential 
markets for a new 
product finish 


AMELIA MONARCH —— 
EARHART DAVEY! ALUMINUM eae 
LUGGAGE . MFG. CO. a a 


monn 


OBJECTIVES: To personalize the individual salesman and to OBJECTIVES: This was an exploratory campaign aimed to 
also introduce him to many accounts upon which he is not quickly gauge potential markets and determine the scope 
able to call personally and to new accounts upon whom he of use for a new porcelain finish, applied for the first time 
may call in the future. to aluminum castings. 

SCHEDULE: Black & white pages in one merchandising SCHEDULE: Two-color pages in ten business publications. 
paneien. RESULTS: “Intense interest created dictated a decision to 
RESULTS: “Amelia Earhart salesmen reported that in their spend $250,000 for machinery and equipment to mass- 
calls upon both old and new accounts, buyers mentioned produce the.new finish. Within 3 months, capacity had been 
the ads they had seen which featured the particular salesmen. sold-out. Leads also were produced that opened up a number 
In the case of calls upon new accounts, these ads served to of widely diversified major markets that Monarch had not 
break the ice in a very pleasant, productive way.” been able to previously sell.” 

AGENCY: Daniel & Charles, Inc. AGENCY: Lang, Fisher & Stashower, Inc. 


HIT THE ROAD—Fourth printing of a plain- | LOOK FOR THESE SYMBOLS: ABC) 


talk booklet on basic ad-research. Have you 


. : You will find them on all members of the Associated 
read it recently? Has every new writer on 


your staff read it—ever? How about copies Business Publications ... leading businesspapers, 
for top management? It’s fun reading . . . a working together to give their readers—and their 
refreshing refresher. Write ABP. advertisers—more for their money. 
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the way to what individuals and Major League TV Is 


grounds for apprentice athletes,| slipped from 41,872,762 in 1949 for 
groups can do to help society meet 


Mr. Parker wrote in a 1953 article 59 minor leagues to 17,031,069 for 
|in True that the competition of tv | 28 surviving leagues last spring, 


the challenge of the next few)’ : 'd H 
e Choking Minors, | among the small boxing clubs was) Mr. Parker writes. He charges that 
|resulting in the worst grade of|the major league bosses have an- 


years. 

Seven Subscribers Join ARF Dan Parker Says | matchmaking ever known to the|swered the cries for less tv from 
Seven new subscribers have| New York, April 16—Minor| American public, with promising| the minors with more and more of 

joined the Advertising Research | league baseball is being choked by| boxers being shoved into heavy|the same. 

Foundation, New York. They are | the heavy schedule of major league| competition before they had a| The only gray spots Mr. Parker 

California Packing Corp., Chrysler | telecasts, Dan Parker charges in chance to refine their skills, and| sees in the whole situation are the 

Corp., Ross Roy Inc., Automotive | his current series of articles in the |domination of the sport going to a! $500,000 emergency fund major 

Industries, Fordham University,|; New York Daily Mirror, entitled| small clique of managers. 


(France). 


Indiana University and Publicis | “Two Strikes on Baseball.” 
Long a guardian of the training 


| league owners put aside from their 
;tv revenues to aid minor league 
® Minor league attendance has clubs in distress and the signs of 


BULLDOG : 
ELECTRIC NEW BULLDOG Electnostnrip 
PRODUCTS 


uses businesspapers 
to introduce and 
create sales for a 
new product 


1 Nie 8 


SteRaeesck BULL 
== iF 


omere of =: 


OBJECTIVES: To introduce a new and different type of wir- 
ing; educate the field on its advantages; develop quality 
sales leads; and enlist the support of electrical contractors 
for the new product. 


SCHEDULE: Two-color pages in nine business publications. 


RESULTS: “In nine months, 11,470 inquiries were received. 
The number of stocking distributors rose from 55 to 410. 
Sales exceeded an ambitious quota, paid off all capital in- 
vestment and moved into the black. Manufacturing facili- 
ties have been tripled and the advertising budget increased 
by about 100%.” 


aGency: MacManus, John & Adams, Inc. 


the business pres 


SYROCO 
ORIGINALS 


uses businesspapers 

to expand distribution 
of new lines 

of merchandise 


OBJECTIVES: At the start of 1955, Syroco management 
geared itself to expand distribution in jewelry, furniture and 
department store channels. Ads were timed to retail pro- 
motion periods and designed to develop sales leads. 


SCHEDULE: Black & white pages in four merchandising 
publications. 


RESULTS: “Hundreds of new prospects wrote in for catalogs; 
more than 500 in one 3-month period. Many jewelers ordered 
direct from ads. The sales tempo caused Syroco to expand 
production and had the factory working overtime. At the 
year’s end, Syroco Originals doubled its business publication 
advertising budget.”’ 


founded in 1906 ess b 
\ 
THE ASSOCIATED TN: 
- a 
BUSINESS PUBLICATIONS . ) 
205 E. 42ND ST., NEWYORK 17 + 201 N. WELLS ST., CHICAGO 6 » 925 15TH ST., NW, WASHINGTON 5, D.C. a 
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conscience being shown by some 
owners in their 1957 schedules. 

Another problem troubling Mr. 
Parker is the indoctrination of 
America’s youth with the “health- 
giving and character-building” as- 
pects of beer and tobacco. 

Minor league baseball, or what’s 
left of it, curses the day the cath- 
ode tube was invented, cries the 
Mirror columnist. - 


Hertz-Hilton Agreement 
Goes into Effect June 1 

The new Hilton service, granting 
Hertz Corp. exclusive car rentals 
at all Hilton hotels, will be initi- 
ated in the U. S. between June 1 
and Nov. 1 and in overseas hotels 
as it becomes feasible. 

The five-year contract, signed 
last month, will increase Hertz car 
rental volume by $2,000,000 the 
first year, according to Joseph J. 
Stedem, exec vp of the Hertz 
Rent-A-Car System. 
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-QUAD-CITIES. 


ONE OF THE 


— 
ii =! 
. 
: 


~ FIRST 100 MARKETS - 


ROCK ISLAND ARGUS 


and 


MOLINE DISPATCH 


Two Evening Papers 
Separately Owned 
that cover 


3 of the 4 
QUAD-CITIES 


Rock Island - Moline + E. Moline 


without Duplication 


‘ 


_MOUNE, © 
DISPATCH si 


and 


ROCK ISLAND 
ARGUS 


- oad 


REPRESENTED BY ALLEN-KLAPP CO, 
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More Ads or Better | 
Product? Is Debated | 


‘Television Commercial’ Tells | 
| How to Write TV Advertising the singing jingle and sound ef- 
Harry Wayne McMahan, tv com-.| fects, station break spots, on writ- 


/mercial consultant, and a former ing and production responsibilities, 


in ‘American Builder’ 


New York, April 16—Should 
builders boost their advertising 
budgets to sell more homes? 

The question is argued pro and 
con in the April issue of American 
Builder, a Simmons-Boardman 
publication. 

Taking the affirmative, Irving 
Rose, president of Edward Rose & 
Sons, Detroit, and a director of the 
National Assn. of Home Builders, 
says: 

“The percentage of gross that 
builders allow for advertising and 
merchandising just doesn’t provide 
enough funds to do an adequate 
job in today’s market, where we 
are offering a product that people 
don’t have to buy. 

“We have a product to sell. We 
have to get out and sell it—not 
merely by listing the model ad- 
dress in the classified ad columns. 
It is aggressive merchandising 
that the building industry needs. 
New ideas, new media, more in- 
telligent people and, most of all, 
more money are all that is needed 
for the sales picture of this indus- 
try to rival that of many others.” 

Mr. Rose estimates the average | 
builder’s outlay for promotion falls 
between one-half of 1% and three- 
fourths of 1% of his gross. The 
auto industry and others which 
sell directly to the consumer, he 
points out, generally spend be- 
tween 2% and 3% of gross income 
for promotion. 

“Although our industry dates 
back to the time when caves were 
just going out of fashion,” he says, 
“we are just babes in the woods 
when it comes to battling these | 
20th century Johnny-come-latelies 
for our rightful share of the con- 
sumer dollar.” 


| 


Mich., home builder, says, on the 
other hand, that “advertising is 
not enough. 

“Merely boosting the budget for 
advertising only increases our 
costs by intensifying the selling | 
effort. Let’s leave the advertising | 
allocation alone,” he says, “and 
put more attention and dollars! 
into improving our merchandise. 

“Where home builders have 
lagged behind the auto industry 
and others that admittedly outsell 
us,” Mr. Rattner says, “is not so 
much in selling but in the value 
given per dollar. 

“We must offer the market 
something better than it has now,” | 
he says. “It is not so much that 
our merchandising is old hat, but | 
that our product has not improved | 
with the times.’ 

What builders do with their ad| 
budgets varies. A pilot survey con- 
ducted by American’ Builder 
shows newspaper advertising is/| 
preferred to any other medium. | 
Most builders, the survey shows, 
believe that what is read in news- 
papers registers more than what! 
is heard on a radio or seen fleet- 
ingly on a tv set or an outdoor 
poster. 


| 
8 Joseph W. Rattner, ning, 


, 


e The experience of 
Builders, Albany, N. Y., is cited as 
typical. The company, after hav- 
ing tried radio and tv, favors dis- 
play and classified newspaper ad- 
vertising. Test checks of visitors at 
its model homes, made to find out 
what medium brought them out, 
showed “ten to one in favor of 
newspapers.” 


Harmony 


Malone Heads Kemper Office 
Don Kemper Co., Dayton, O., has 
named John Malone Jr. to head 
its new New York office in the 
Empire State Bldg. Mr. Malone, 
formerly with Roy S. Durstine Inc., 
has been appointed a vp of the 
agency. Michael A. Spano, for- 
merly with J. M. Korn & Co., has 
been named creative director, 


vp in charge of tv commercial pro- | 0n studies of today’s viewer and 
duction of McCann-Erickson, has | 0M how to analyze the finished tv 
rewritten, revised and enlarged | commercial script. Publisher is 


“The Television Commercial.” The Hastings House, New York. Price 
new edition analyzes the use and|is $6.50. 

advantages of live vs. film produc- 

tion, cartoon, stop motion, photo “Principles of Marketing,’ 
animation and other techniques. 
“Do” and “Don’t” illustrations are 
used to emphasize his points. 


Sixth Edition, Published 
Ronald Press Co., New York, has | 
published the sixth edition of | 


Also included are chapters on,“Principles of Marketing.” Au-, ernmental 
|Price is $7. 


thors are Theodore N. Beckman, 
| Harold H. Maynard and William R. 
| Davidson, professors in the depart- 
ment of business organization of 
Ohio State University. 

The sixth edition surveys the 
| field of marketing from a social 
point of view to give the student a 
|basic understanding of the prin- 
|ciples of marketing. Sections on 
|the consumer, retailing system, 
| wholesaling system and an ap- 
|praisal of marketing and its gov- 
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contest are included. 


Ren Averill Names Cole 

Ren Averill Co., publishers’ rep- 
resentative, has appointed Gordon 
Cole vp and manager of a new of- 
fice to be opened in San Francisco. 
Mr. Cole formerly was Los An- 
geles manager of Blanchard-Nich- 
ols. The representative also has 
moved its headquarters in Pasa- 
dena, Cal., to larger quarters at 
232 N. Lake St. 


...and she’s up to her 


As you know, Woman's 


¥ 


‘made a new woman 


Day has always received fantastic 


numbers of 


letters and requests from its readers. But don’t think we aren't excited to 
be getting literally thousands of unsolicited letters and postcards telling us 
how much they like the new Woman’s Day. Here are some typical com- 
“Flabbergasted when I saw all the improvements, because I had 
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Court Upholds Right \grant by the sponsoring corpora-|The effect is a great service both| sion. He expressed hope that King King’s “live’’ coverage of the race. 


tion of an exclusive contract with | to news media and to the general| Broadcasting Co. will be granted| Mr. Brandt further stated, “Nat- 


KOMO-TV was “unconstitutional | public.” |equal access to the private as well | urally, we at King are very happy 
of KING to Telecast and void” because it violated fun- |as the public areas under control with the outcome and wish to ex- 
damental principles of freedom of|® The Apple Cup race will start| of the sponsoring organization. press to the Lake Chelan Boat 
Apple Cup Boat Race the press. the 1957 unlimited hydroplane rac- |Racers and the people of Chelan 


SEATTLE, April 16—Judge J. A.| Otto Brandt, vp and general | ing season in the U.S. Many of the|# King officials in Wenatchee im-| our complete cooperation toward 
Adams of the Chelan County su-| manager of King Broadcasting Co.,|leading gold cup class boats are | mediately entered into discussions | making the Apple Cup race an out- 
perior court held that KING-TV Seattle, declared, “Judge Adams’ | expected to participate in this com- with the Chelan boat racers to de- | standing success.” e 
has a constitutional right to tele- | decision today has national signifi- | petition. |velop plans for the promotion of | 
cast the Apple Cup hydroplane cance. It reasserted the important Jim Forney, president of Lake|the Apple Cup race through its) VanSant, Dugdale Names Two 
race on Lake Chelan Sunday, May principle that television, as part of Chelan Boat Racers Inc., advised | facilities and those of KREM-TV| VanSant, Dugdale & Co., Balti- 
5. the press, has the right of free and  KING-TV that his group will glad-| in Spokane and KGW-TV in Port-| more, has appointed John Hay- 

Judge Adams held that the equal access to public news events. | ly comply with Judge Adams’ deci- ‘land, stations which also will carry ward to its copy staff and A. B. 
| Brooke an account executive in its 
' public relations division. Mr. Hay- 
ward formerly operated his own 
lagency in Allentown, Pa. Mr. 
Brooke previously was with the 
Lexington Herald. 


Meyerhotf Names Goebel 
Arthur Meyerhoff & Co., Chica- 
go, has appointed Richard E. 
Goebel manager of its Phoenix of- 
fice, effective May 1. Mr. Goebel, 
who formerly operated his own 
Arizona agency, succeeds Claude 
Brooks, who is taking a leave of 
absence for special assignments in 
Chicago and Los Angeles. 


on! 
| 42" NATIONAL 
Re ee 
HOTEL EXPOSITION 


— competita 


PIERRE BULTINCK, CHAIRMAN 


| NOVEMBER 11 thru 15, 1957 
Show your products, services and 
ideas at the 42nd NATIONAL 
HOTEL EXPOSITION — “The 
Greatest Mass Housing and Feed- 
ing Show in the World.” Get the 
jump on competition and get your 

| share of this 15 billion dollar market. 

| Plan now to exhibit! 


FOR EXHIBIT SPACE AND INFORMATION 
write to: 
W. K. Seeley, General Manager 
National Hotel Exposition 
141 W. 5lst St., New York 19, N. Y, 
Clrcle 7-0800 


thought the magazine couldn't possibly be improved.” “January issue 
terrific.” “Superior to many of the higher-priced magazines.” “The new 
issue surpasses all the rest by far.” ‘“New format is beautiful.” “A wonder- 
ful job.” “Gets better and better.” “Couldn't stop reading it.” We've 
made a new woman out of Woman’s Day, and they've never loved her so. 


— Wee eee ce ee aie aor aie ih aan. ai. <5 sb | gle i. ae Pee RG ay ee % Pe Sh eee tet ee oe eS 3 ity a eee GS aaaee es eter, eg ig ee lie. 
3 ob Sp Sem > ic (A FE + Sa 4 om ae ao 23 ere be IRM ASIA os, agin in mh ie 4“) eae oe : aa ye oes ae eee eal : i Ee oe 
: a aa be Cee Re ee ee ee Bie io i ec a 
ee wt ea Se ne gee mie Se i Sa, ee cm Bess ei iets ne a Sc ee Ne ee Pt a te, 8 pA Trae cea Fi gl ‘ SEiremieaee se <M rie ce Orang t a: 
aga i 5 tere ae Peg 8 EE iad ty ls ee re oe 3 : ng Agger ee aa Je, eR Sage Ne ee | ee ee Oe eee Sas So ee eae Gf he hes bts 
cd Si 5 OR: j oo a Pee cent = Be Aaa 6 il eee Be pn Ere a en aes nS: i ee ae ree Sti yg hae eee le ie aa 
ane theetges.” Ea vee oe, Pts, ei a 
a = a : 
sa: ‘ eitee. 
of ae 
_ bean 0) 
ot _. <>" 
He 
se ae 
Z ee 
cs <e * 
: om 
ee 
Say Fos: 
a _ 
s 
all , 
a a 
pst i Fadia 
ae ‘at e a4 
ae 2 rae 
rs ea I TO = is he oe 
ay f en Ws : 2 mes Fy ; ee ee Nee eS ae. a , ie ; ‘ ea es ~e 
\ , on eae gupnit ; ae oe ot eee Se cre po ee Eg ae es ee ee Spagigs ah a 
| ae . — eo ; a Lar ye ee : Ae es 4 “SA ieee reas ee pe ee ia 
- 20 ee ee ee 
a Pe \ 5 eA ee cia pest iis By oad = ; eee OR Be F 
i. : i PP =. ee ee ed ke " Foor hee ea ig le i, : 
- a aineed a rise -! aa eer, Bee a se ee ee ae met Sagi < on Sea : te a Cae ee ae er igh. og a es 
i ‘ <- Aidt a tae ep as ae ical “gil eg ee i - 
fet es 4 ote aaa = ers rege ee ee ee ical wai 
of ne tie Pe ee. ee: ne ae 
er ver os [a ee) ee Es 
a . it a nk ee er, i fe ET ee eS Li I gm gee ge cn ia alee. 
a 4 » Ste. Sie 7 hie” Ae cea aE a a eee ase es eee ar be nok, Ma en SES oat = 
re feta. a. See a ee 
De a ys ar a Mii he lee bat ee pines eee et ie i ae i tae ; 2 ie eae aes -_ 
one ~~ he “Sn ome es ge Gt Mar ag kt ee ee om i ee ety, 2. Se ae 
f = ; ee ee ‘2 ase eA ee oe Ee ere rep cae = re Bai ee re ae Pe Tie: Gh 
5 _ ee Sts Be i. cen Da teed Sie teria a >. Biot Me MeN ayy, aaa Rg a | a fe na 
is ee ia rane Sd <a nee Ee eee ee ea ene ake 2 ee ay it Ne eh Saree aut an ee 
< a gore Mer ee aie Fee) og Bigs ee eee eae ; Ben, eae a 
ee eo fen tere 7, ae Des Fenl ae a, ie ot 40 aa ree te ee ok : =) a aanpsee iene As 
mae ge oar eet” ie PE ee Fgh te ae i Sib era Ee Mies Ste oe Baer Se | ae Fin gi a Ae eee ade 
is ee alle ¥ ie en ae eer ra % — aan % Ser os Te a : ey A hess ine eae Coe wee | ¥ 
. 4 : _— oie, = ie vo a E ‘aaa oe Be oot oo 4 eee vs a oF igi Ege re in aot toe ite gtd Sk gran i | 
- ere ike Siprusegea ah sae i OE, ois SEE an 7 > ie pate amaicg 5 aa Ts, 1 aa 7 > 
be . eee ee ee Be 
ee a i meee ; se 
a | Neo S , 
= Bt : a > Y 5 } 
ae ies Fa oe ss é a ae 0 ee : fi ' 
‘ Me : a ua elie cated cera rca em. 
— ee ee Be es a es Hig 4 0 r 
j oe A | pe. Sige amma ; i iy Bi) 
pies a ae ii a i Pe ‘a } ‘ . ‘eres i We : iti is ine ver ; . i ae 
ae —- Pee ee sa ee 
ea ee ee tar, 5 * : eee) = ESP etary, 2) oa “4 ie 
= ms ae di cinlucesiniaciaaaa me a ee ae all 
le ie CE a 28 25s alia a le ae” Re ha IRR Soe Stes» a a 1 ae a ; | fe er a 
- oh pa 2? i” aes uneee. ~ core eet feelers pene cee! hg poeta ae Be ieee co ee a. , ft a \ sina 
ws, ces ne TE RR mR EE a eee ee PR eer | | ame a ‘ene = | } ‘tare a 
| Sa Be ee ee | - 
ees . ‘ je ae er es Re pe =) eee ee oer ae ay eee ea <= Benes . Se ea 
b By ie” Joe 6 yey ociell ea Ne Bae! ‘ , Fa . a Ph Sees | cate 
iit _ ae a Ma be aS:  2e ees ena 
tis » : * ae ee : Ve Om | | ie 
re S e wf oe . ire. on ste . . tt ee 0 A | | vee 
“ee = ee cme a ‘ ~ i ik 7 
: - —* << ~ é i. ~ : sy \ } 
: : ‘e . paar is : Be. tt . ay } a 
: a S lh Vf a 
; ‘ “ eae Po —— = e ; \ P 
_——— ni, See ‘ ‘ 7 = : % ' 
ra . oe - or. ‘- ?* ~ y* Na ~) a ¥ ee ; ~w \ | - 
gg 2 we = mei +. a\’ 2 
ta ~3 ye ow " 6 aap ty | ~g-* . " aa . am 2 ber 
Par wy F ony = . damon TEs ) «-< - | \ a 
i or Tony ar, rig tal hyavn ae, Aare Mey aes , he : } be 
pe by - : = ra >> i> ron a co - ; ae “ ; 
ie > ’ Lt ee oe Es % ‘| “ik 
eS ' \ o +2 . t = 
a is aa oe 7 < ee { | hh ee ee 
oe ) e ‘Stan ioe 
us , ' . . ; * 4s “ ) | 
rs ~ ; es ~~ | AHA 1 i 
fs _ : 1 |] 
ee ; : oe ; eet ; ia 
‘G ot > 4 . ms | ; sunt 
a = sp We hy, ; | ; | Camen 
$ * nal] c : ay 
. rr | ‘ | ; ; ba 
’ . — Se = ss ! | 
mos | - —— * 1 
= , <4 . — =~ . » “ SS. i on aes 
& : » > Te an uel im TP | a 
i i : - i ; ~ . - ~~, . -. < - i? } tye é 
ie - = heed 8 i? . > "a ~ * A >. “te 4 + v * w 1} ied: * 
UP * : “ . A « i i Sean atalee 
ts ~.t on Y . \ ~ g i ; we - ox “4 % oo. \ i PEAS 
a " . ~ IW per " ee ‘ <— : J i \} ee 
ae ‘ got . 4 ’ >. s jo — . 7” ~< = ) ps) j | Sere 
Sat - ao” . ‘ - “. \ of. y 23 ~ * . ~ <*. ' } _ 
* q : . _ Sg ’ bh J cs \ gs 
ine sna? te ‘ NY c a : \ al p> ?, s : :. S Xs i : ie 
ey “4 ; . x S 4 oo” 1” Rs ~— ( é | \| Ri i 
we = Ta ? SY » as* i “ . 7 piensa 
» % —_ x " : ese 
" ¢ ‘\ ae 
on > - ~ “ : (Saw 
; xs ™ et the e 
<] i) ‘ ; wi 
es 4 uff we we a ce 
Mie A . , “ ~ ss te, Ne : a e j Yes es 
= ‘ : , ue > we" > ae ~~ foe 
: | : = jumpo | 
a ‘ : - ‘ , : heed 
; é +7, ty ' sy) ¥ eee ced 
. _ an, . al 
oi ae oe = 3 ‘eeeesa 
i , Dy tt ‘ oo Bat end : 
ae »” r eet 2) * i da 
: , ’ J 44 a. “ag Chd me, 2 ™ ~— has 
bk iy? eal ; (2 Thin. sae ADs ile 
aa ; “=e . bs ae 
fo ae 
a . tg ‘ ei 
: ; Wn. A A (ae ewee 
Ge * . Plea - Wa. Zz al Ri 
; a Grid ao zi Bs 
; en F : Ps oui 
+” A , - Bee 
Fax! + > Ps aed 
» eo eee 
~ =x . ; - : =m 
“a . o : p Bie . 4 
Oe" eh \~ > ’ € : — ’ oe | 
: > is me me 
Von, 2 the magazine 33 
40 ‘ey: e ¥ 4 ‘ 4 =i 
Meaty Fs ‘5 ~~ , Ea 
“aa a ee 
Qa _ a 
a f a 
— Zi rie 
j > <a 
~ re 
a" + se 
: | = 
api eet 3 J - " ’ a Nie “i gniccn . ‘ fd é : : . : cia: 4 ‘ rs = af y “ at va 3 U a pie ial 
ase Cee, eee TS = < Sa “re wee: » f ; : paki) rd ay 7 as hae ee eae oo oF 
ci. See : tae agen Mery >, F ie” “4a . ae aes eee 
nt i RF eo lll ae sR eee i 29 CY oa 2 oer eee 
Oe ee ERS te er te. ey a io : me SMT he aang need Bae ey "Oe; 5G ey gee ne ty 


EL PASO 
is continually growing—so are its 
newspapers with 92% family cov- 
erage of its city zone. 


A swell place to do business. 


The £1 Paso Times 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Howord Newspaper 
Evening 


TWO Separate Newspapers - 33° Line BUYS BOTH! 


Whisky Gifts Are 
Suggested in New 


Seagram Print Push 


New York, April 16—Seagram | 


Distillers Co. will launch its sixth 
consecutive annual promotion, sug- 
gesting fine whisky as a correct 


gift on virtually all gift-giving oc= | 


casions, with ads in 596 newspa- 
pers in 489 markets and color 
pages in seven magazines. 
Newspaper ads will appear in| 
|the weeks of April 29, May 6 and 
May 13. 
Life _ will four-color 


carry a 


| spread in its April 29 issue, and|sion, New York, 
| full-color pages will be run in May | ward P. Shurick, now CBS-TV vp 


‘issues of Argosy, Field & Stream, 


|Look and Sports Afield and (in 
b&w) V. F. W. Magazine. The June 
issue of Ebony also will carry a 
color page. 


The campaign, designed to help | 


package store retailers obtain a 
greater share of the gift market, 


will also be supported by an ex-| 


tensive point of sale program. 
The brand featured in the ads is 
Seagram’s 7 Crown. 
| Warwick & Legler is the agency. 
| 
\CBS-TV Appoints Ward 
Carl Ward, formerly 


|station relations at CBS Televi- 
succeeding Ed- 


and director of station relations. 


TUTE EEE ‘al 


oday, in the nation’s Capital, 
Nielsen proves most radios 
are now tuned to WRC! 
9-12 noon | 12-3 pm| 3-6 pm 6-9 pm | 9-12 mid 6 am-12 mid 
26°: 20% 33% 48°; 33% 33% 
ist. | and | ist Fl ist | ist Ist 
+62% —— | +28% +88 | +46% + 32° 


NSI Report-—Washington, D.C., Area—January 1957 


In Washington’s 17-radio-station-market, such an overwhelming 
vote of confidence carries over in force to WRC-advertised products. 


Let WRC Radio speak for you in the nation’s booming Capital! 


the NEW speaker of the house 


SOLD BY &) SPOT SALES 


LRC- 980 


WASHINGTON, 


general 
| manager of WCBS, New York, has | 
been named national manager of | 


|C. P. (CORK) MOBLEY, formerly ad 

|manager of Blitz-Weinhard Co., 

| Portland, has been named manager 

lof the new Portland office of J. J. 

Weiner & Associates, the brewery’s 
agency. 


Non-Profit Group 
Uses California Art 


in Tourism Promotion 


San Francisco, April 16—The 
effort to lure tourists to San Fran- 
cisco has created a cash bonanza 
for the area’s artists. 

Californians Inc., a 35-year-old 
|non-profit organization with an ad 
budget of only $108,420, which is 
| SP ent with the help of Foote, Cone 
& Belding, is responsible for the 
artists’ windfall. 

The artists—some advertising 
}and magazine illustrators, others 
|}commercial artists and fine arts 
| practitioners—are producing San 
Francisco scenes painted for the 
eyes of some 20,000,000 non-San 
Franciscans. 

Ads featuring the work of the 
artists will appear this spring in 
six top magazines. The page units 
will include a coupon which pro- 
spective visitors can send to Cal- 
ifornians Inc. for travel informa- 
tion. 

The organization currently is 
receiving about 1,500 such re- 
quests each day, and the tourist 
horde annually numbers nearly 2,- 
500,000 visitors. 

Van Allen Haven, FC&B art di- 
rector of Californians Inc., said 
artists selected for the “come hith- 
aff ads “have complete freedom 
in interpreting what they see.” 


® The artists are paid anywhere 
from $500 to $1,000 a painting, and 
|the group has included such well 
| known names as Amado Gonzales, 
| Louis Macouillard, Fred Ludekens, 
| Earl Thollander, W. David Shaw 
jand Stan Galli. 

| Both Messrs. Shaw and Galli 
have won top awards in the annual 
shows of the San Francisco Artists 
|& Art Directors Assn. for paintings 
they have done for Californians 
Inc. 

All of the art is reviewed by a 
|'board of directors committee of 
| Californians Inc. before being used 
in national advertising. 

John J. Cuddy, managing direc- 
tor of Californians Inc., is now 
seeking a $300,000 budget for ad- 
|vertising San Francisco and the 
northern California area to poten- 
tial tourists. 

“The additional money,” Cuddy 
|explains, “would increase the an- 
|nual amount of advertising by 
| four and a half times.” + 


Brown & Haley to MMH&H 

Brown & Haley, Tacoma, Wash., 
candy manufacturer, has appoint- 
ed Miller, Mackay, Hoeck & Har- 
tung, Seattle, to handle advertising 
for all Brown & Haley confections, 
effective July 1. Previously the 
account was handled by Honig- 
Cooper Co., Seattle. Brown & Ha- 
ley markets Almond Roca confec- 
tion nationally and also distributes 
| Mountain Bars, boxed candies and 
a full line of confections in the Pa- 
cific Coast area, Hawaii and Alas- 
ka. 
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TO GET TO 
THE KINGPIN 
 GETIN © 
THE TRIB!* 


* The TRIB reaches a higher concentration of high-income families than any other New York newspaper .. . 
the high-income families who buy twice as much of most advertised merchandise per family as the low-income group. 
Get the top of the New York market . . . get more sales results per dollar of advertising ... get in the TRIB! 


NEW YORK 


Herald Tribune 


230 West 41st Street, New York 36, N. Y. 
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UST AIE 


INSURANCE COMPANY 


Ln 
joins the booming 


St. Petersburg * market 


\}] 


Ma 


In St. Petersburg, we found a community not only adjusted to the 
idea of industrial growth, but anxious for it. We were not only 
“welcome"’ — but wanted. 

The fine caliber and excellent quantities of personnel available 
surprised us. Coupled with its central location, with easy 

access to all of our offices in Florida, we felt that St. Petersburg 
would be ideal for our regional office operation. 


RICHARD A. PARKER 
Resident Manager 

Allstate insurance Company 
St. Petersburg, Florida 


Estimated Population of St.Petersburg Trad- 
ing Area now nears 270,000 « Plus 1,000,000 
Spending Visitors annually « The Times is read 
by more than 80% of this tremendous buying 
potential « Shrewd merchandisers are focusing 
on this vast market that continues to grow — 
and grow — and GROW <s Tie in with The 
Times and GO with Greater St. Petersburg! 
* You just can't lose. 


DRUGS 640,717, 000 


SE. 
GEN’! ‘ 4,91 6,000 


WRITE - WIRE OR PHONE - FOR THE 


HOME FURY 596,000 ST. PETERSBURG TIMES MARKET FOLDER 
\WE 
pUTOMOT 155,000 * FLORIDA, of course | 


$60, 


OR NS 


St. 


Petersburg Cimes 


FLORIDA'S BEST NEWSPAPER 


THE One Faper THAT COVERS IT ALL! 


Represented Nationally by 
THE BRANHAM COMPANY 


Chicago @ Atianto © Memphis @ Miami @ Los Angeles @ New York @ Charlotte @ San Francisco 
Detroit @ Dallas @ St. Louis 


Advertising Age, April 22, 1957 


Trendex TV Ratings 
| April 1-7, 1957 
| Rank Program 
1 See iy ee a I, Gt tanec cceectedstterchecdrersittescttcon 
2 | Love Lucy (Procter & Gamble, General Foods, CBS) ....... 
3 Person to Person (American Oil, Hamm beer, Life, CBS) ...........6.0000000cccceee i 
4 The Perry Como Show (Several sponsors, NBC) ..........0...ccccccccccsceeeeveesenrenseee 33.4 
5 ey Ms es Wr... ssatieaiisdnnepevoubensbantaataalandiniensiani 32.4 
6 Jack Benny Show (Lucky Strike, CBS) . 30.6 
7 You Bet Your Life (DeSoto-Plymouth, NBC) .o...........ccccccccccccceseeeeeceneeeeneeneeeneee 30.3 
8 $64,000 Challenge (Revlon, P. Lorillard, CBS) oo....ccccccccccccccsscessessseeeeeesenneees 29.3 
9 The Lineup (Procter & Gamble, Brown & Williamson, CBS) ............0006 28.8 
10 The Red Skelton Show (Pet Milk, S. C. Johnson, CBS) .......ccccccccccceseeeenens 28.8 
Pulse Network Radio Ratings 
In 19 Markets, January-February, 1957 
Rank Program Rating 
1 Arthur Godfrey* (Participating spomsors, CBS) 00.0.0... seseeeeeeeeennenenees 5.7 
2 I ee CN Me itis incisesnisacsosccscveestignttanstvtnncscseseeeenvincsennetanns 5.2 
3 Lowell Thomas (Delco Batteries, CBS) 0.0.0.0... pilicuntiivd saataiaditacactabetincibisbviie 5.0 
4 Helen Trent* (Participating sponsors, CBS) ...........cccccsseesseresseseennnnencnnennenenen 49 
| 4 Wendy Warren” (Participating sponsors, CBS) 49 
a RE ar Ts Ge te ertiictintiectetetninninnnccsniiesnennensnreensavtontensraserimrncass 49 
Bi Backstage Wife* (Participating sponsors, CBS) ..........ccccccccceeseeeseeeee lnsieddspuati 4.8 
8 Ma Perkins* (Participating sponsors, CBS) ................ ebiosaiaeiancnmuspdiiiinasnhnaenid 47 
8 Demeenin Gaaee ] Meets, GOOD bissccnnsencavenscasescencntseionesenscvesessaressoacnseatevensionse 47 
10 Nora Drake (Participating sponsors, CBS) ..... sgigtidinpsippeinidptniebnanovensacmebaten 46 
10 Second Mrs. Burton (Participating sponsors, “CBS) . (dinitiesinabiaieinaeeneitteinetiaien 46 


* Daytime shows. 


More Milwaukee 
New Car Buyers Like 
FP ord, ‘Journal’ Finds 


MILWAUKEE, April 16—The Mil- 
waukee Journal has issued its 34th 
annual consumer analysis survey. 

This year’s survey reveals very 
|slight differences in brand posi- 
tions compared with last year’s 
survey. For example, Skippy con- 
tinues to be the most popular pea- 
nut butter in this market, with 
more than half the respondents 
(61.8%) choosing this brand. 
Jell-O is still the most popular 


mima is again the most popular 
pancake or waffle mix (38.5%), 
with Pillsbury a _ close second 
(31.2%). 


= In the automotive field, Chevro- 
let remains the most widely owned 
car here (19.6%), with Ford second 
(17.6%). However, Ford is the 
most popular choice among those 
planning to buy a new car this 
year. 20.2% of those planning to 


dessert powder (65.5%). Aunt Je-| 


buy a new car in 1957 are choosing 
| Ford. 16.6% will take a Chevrolet. 
Some 6,000 Milwaukee families 
| were checked in the survey to de- 
termine brand use in this area. 
The questionnaires were divided 
into three samples of 2,000 each. 
This allowed variation in ques- 
| tions, with some questions limited 
to samples of 2,000, some to sam- 
stew of 4,000 and some to samples 
of 6,000. Thus, a smaller sample 
| could be used for questions cover- 
ing products having a wide dis- 
tribution, such as bread, sugar, etc., 
while a larger sample could be 
used to insure getting dependable 
data on products which do not 
have so general a distribution. 
Questionnaires were also split 
to obtain data on brands usually 
bought and brands last bought. e 


PRINTACULAR 


is a word created by McCall’s maga- 
zine to define the spectacular use 
of print in advertising, particularly 
in its own pages. 


SPREADING THE NEWS 


SINCE 1922 


by DAY 
and 
NIGHT 


(America’s First Engraver) 


REVERE PHOTOENGRAVING CO. 
| WAbash 2-8816 
712 FEDERAL STREET * CHICAGO 5, ILLINOIS 
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Empathy in action for the Colgate-Palmolive Company 
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NORMAN, CRAIG & KUMMEL Inc., Advertising Agency for: 


Chanel Inc., Colgate-Palmolive Co., Hudson Pulp & Paper Corp., Maiden Form Brassiere Co.,Inc., Ronson Corp., Schenley Industries Inc., 
Seeman Bros. Inc., Selchow & Righter Co., Speidel Corporation, Warner-Lambert Pharmaceutical Co., Willys Motors Inc. © 1957 N.C.K. 
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mm New ANAUnitto 
Study Audits of 
Business Papers 


(Continued from Page 1) 


dwelt on mutual problems of ad- 
vertisers and business paper pub- 
lishers, it made clear that ques- 
tions of circulation and audit were 
among the most pressing. 


® “It is no more than reasonable,” 
he said, “that the publishers should 
have some inkling of what our ex- 
perience tells us are subjects or 
areas of activity that call for joint 
considerations now by leading rep- 
resentatives of the ANA and bus- 
iness paper publishers. Important 
among these are the values and 
uses of circulation audits, which 
we are too prone to take for grant- 
ed. 

“The fact that there are still 
some 1,200 business publications 
not audited at all indicates the 
need for buyer support in helping 
to increase the number of business 
publications that provide validated 
circulation evidence through a tri- 
partite auditing organization,” he 
said. Also cited was the possibility 
of increased research in the bus- 
iness paper field. 

Mr. West drew an analogy be- 
tween this new committee and 
those functioning in the news- 
paper and magazine fields, whose 
work he called “constructive and 
productive.” 


s “The time is overdue” for con- 
sideration of common problems in 
the business paper field, he said, 
and he delicately explained that 
ANA had taken the initiative in 
inviting publishers “in order to 
avoid any misunderstandings that 
otherwise might arise from such a 
move on the part of either of the 
two publisher trade associations. 

“Responsible business paper pub- 
lishers have always been coopera- 
tive on matters of industry-wide 
importance, and we are confident 
that they will welcome this move 
as eagerly as the ANA,” he said. 
Publishers could be sure, he said, 
that the ANA committee will be 
as interested in cooperating “to 
make advertising in business pa- 
pers fully productive under today’s 
conditions.” 


® The meeting also heard Robb 
Degraff, manager of general com- 
pany advertising for E. I. du Pont 
de Nemours & Co., explain how 
its corporate advertising had op- 
erated to win friends and custom- 
ers for the giant chemical company. 
He traced the results of a pilot 
study made in Elyria, O., where 
in 1936 respondents could name 
only 45 of 1,000 Du Pont products, 
and one person out of three could 
name none. 

In 11 years the company was 
able to boost the number of prod- 
ucts from 45 to 158, and it produced 
“favorable attitudes” in three- 
quarters of the opinions expressed. 

He mentioned specifically that 


gram was introduced about 1936, 
and that, by 1947, 86% of the 
respondents in Elyria who heard 
the show were favorable to Du 
Pont. 


s J. A. Duvall, director of adver- 
tising for A. O. Smith Corp., sum- 
marized his company’s corporate 
advertising objectives like this: 
(1) Familiarizing a user of one 
A. O. Smith product with the rest 
of the line; (2) providing a climate 
in which stock offerings will be 
readily acceptable in the financial 
community; (3) giving employes, 
distributors and suppliers a pride 
in A. O. Smith; (4) promotion of 
better community relations in plant 


from an ad, but $2,800 in mer-| Mr. Marsteller outlined the pos- 
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towns; (5) aiding in the competi-,chandising added $70,000 more in | sibility of cooperative research,|sure to prospective purchasers in 


tion for better employes; (6) fur-/| sales. which, in his agency, takes such | client companies. 
thering good will among govern- forms as (1) exchange of reader- He believes that “the opportuni- 
ment officials, the press and public| @ William A. Marsteller, president |Ship surveys among clients, (2) | ties for economical advertising re- 


opinion leaders. of Marsteller, Rickard, Gebhardt/| setting advertising managers of|search for industrial advertisers 
He stressed the importance of|& Reed, stressed the value of re-| Clients to pinpoint buying influ-| are limited only by the imagination 

merchandising, illustrating his|search budgets in an advertising | ences in their own companies, and|of the advertiser . . 
theme by reporting an instance| program, asserting that in budgets | then (3) doing the necessary inter-| “The first two ingredients in 
where merchandising produced |of $50,000 to $100,000, advertising| viewing to validate readership|any good research are common 
50% added sales with 10% addi-|research allowances of $2,000 to| habits of these key buyers. He also| sense and an open mind,” he said, 
tional cost. Here $32,600 in space | $5,000 have greatly increased the | cited the use of account executives|“and these factors are present 
and mechanical preparatory ex-|effectiveness of the remainder of |and client advertising managers to|among advertisers fully as fre- 
pense produced sales of $132,400) the budgets. |pre-test the advertising of other| quently as among professional re- 
| clients by pre-publication expo- | search organizations.” e. 
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5 days trom type 


F. acts Ab out Order must be received by Newsweek’s New York 
Office not later than Thursday noon; plate (or copy 


The and layout) not later than Friday noon. 
Only one ‘‘Fast-Break Page” per issue, available on 


the “Cavalcade of America” pro- | 


sé J A S T- a first-come, first-served basis. 


Copy must be of an immediate nature and is 


B R E AK subject to Newsweek approval. ; 


Advertisements will appear in Newsweek on news- 
E gf stands and in homes nationally on the following 
PA G Wednesday. 
Black-and-White pages only. 
Regular Newsweek mechanical requirements. 
Regular Newsweek Black-and-White rate. 
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Tells of Ad Careers “witout charge’ to etuestors, To|M@at-Packing Exempts Food Chain | 


With the intention of attracting| other individuals or ee al 
; : t 
young men and women of excep-| Copies are available at cost, | . | 
tional ability to advertising, the|@ copy, from Four A’s, 420 Lex- fr m F min 
American y ng of Advertising | ington Ave., New York. | 0 u C, Xa er ec ares 


Agencies has produced a 16-page | 


isi i i d from Page 1) {pointed out courts have never) 
booklet on “The Advertising Busi-|Lovick Adds Sonograph Co. | (Continue ourts h 
ness one te Career aaaenaniien” James Lovick & Co., Toronto,| Packers & Stockyards Act of 1921 passed on the jurisdictional issue. 
second edition. The brochure ex-| has been appointed to handle ad-| gives the Department of Agricul-| FTC lawyers argued Congress in- 


- . ; 5 i jurisdiction over | tended that the exemption should | 
lains the philosophy of advertis-| vertising for Sonograph Co. of| ture exclusive juris 
a its hh ene “a ‘setentieh the | Canada Ltd., Toronto, a new Cana-| the business affairs of meat pack- apply only to the meat packing 
various types of jobs in advertis- | dian company which manufactures | ers. portion of the company’s business. 
ing | dictating equipment. | In reply, FTC’s legal staff had! In his decision Mr. Hier said he 


ia 


felt it was clear from the legisla- 
tive debates that Congress was leg- 
islating for all businesses doing 
any meat packing whatsoever. 
“Where a law is clear and unam- 
biguous in terms and intent, and 
where the latter is also clear from 
the legislative history,” he said, 
“interpretation is uncalled for, and 


‘no deciding authority can inter- 


pose his views and interpret away, 
regardless of result. 

“The responsibility for the lat- 
ter—any duty to change, as well 
as the sole right to change—lies 
with the enacting authority, Con- 
gress.” 


® The packer’s exemption was 
claimed by Food Fair in a sur- 
prise move two months ago, after 
some of its suppliers conceded the 
chain had received allowances oth- 
er than those customarily allowed 
to its competitors. While the scope 
of the packer’s exemption has yet 
to be before a court, Food Fair 
pointed out that FTC admitted two 
years ago that the Packers & 
Stockyards Act prevents it from 
proceeding against advertising for 
Armour & Co.’s Cloverbloom 99 
margarine. 

Mr. Hier pointed out that there 
are already moves under way in 
Congress to dispose of the juris- 
diction at issue by repealing the 
portion of the Stockyards Act 
blocking FTC from controlling 
business practices of packers. 

Food industry interest in the 
Stockyards Act was spurred by 
other recent developments, includ- 
ing motions filed in the district 
court here to modify existing anti- 
trust decrees which prevent four 
big packers from engaging in the 
wholesaling of non-meat products. 


@ The packers point out that 
many new competitors have en- 
tered the food field since the anti- 
trust decrees were issued more 
than 35 years ago. But other food 
companies complain the decrees 
should not be lifted until the en- 
tire food industry’s business prac- 
tices are subject to a single regu- 
latory agency. 

Sponsors of legislation to return 
all trade regulatory work to FTC 


of the heaviest concentration of executives and 
high-income families to be found among all maga- 
zines of one million or greater circulation. 


NOW YOU CAN DO !T—and on a national 
magazine basis—in five days from typewriter to 
reader via Newsweek’s new “Fast-Break Page.” 

Give Newsweek the order as late as Thursday 
noon—plate (or copy and layout) by Friday noon— 
and your advertisement in Newsweek will hit homes 
and newsstands throughout America the following 
Wednesday morning. 
“~ Only five days from scratch . . . far and away the 
; fastest closing ever offered by a national magazine. And now through its “Fast-Break Page,” Newsweek— 
the pacesetter in service to advertisers—enables you to 


put this potent communicative force to work on your 
behalf . . . nationally . . . five days from “Go!” 


2 
* 
A new, high-speed advertising service z 
for your last minute announcements ona 
national basis! ° 
2 
‘“s ” ; 
| One FAST-BREAK PAGE available each week $ 
: ° 
: Suppose you wish to announce a price or model And what a communicative audience! 4 
, change in a rush . . . have to speed a merger an- Tell it to a Newsweek reader and you set in motion ° 
prin gre gh age aie bel roged bli : rd the circles that swiftly widen into public opinion. ° 
peed — ee ee ees ad For Newsweek’s 1,100,000 circulation is comprised e 
~~ 
& 
& 


EQUALLY IMPORTANT—these are COMMUNI- 
CATIVE people—people with the dynamic 
capacity for influencing the opinions and 
actions of others in their home, business, 
social and community affiliations. 


the magazine for com-mu' ni-ca’ tive people 


For fast “Fast-Break” service, call or wire your nearest Newsweek office, 


Newsweek... ° 


point out that the Department of 


|Agriculture has a staff of only 


three persons assigned to trade 
practices, and that it has never is- 


| sued a complaint against advertis- 
| ing or other practices of any pack- 


\er 


Within the past two weeks, 
Agriculture Secretary Ezra Taft 
Benson issued a special report 
conceding that his department is 
not staffed to process trade prac- 


| tice cases. He said he would have 


to call on FTC for assistance if 
the trade practices sections of the 
Stockyards Act were to be fully 
enforced. 


® Food Fair operates 238 stores 
along the Atlantic seaboard. Their 
volume in 1956 was $475,000,000. 
Its packing plant, at Elizabeth, 
N. J., had sales totaling $25,- 
000,000. © 


Lane Forms New Agency 

Richard Lane has severed his 
affiliation with Standart, O’Hern 
& Lane, Kansas City, Mo., and 
|}again has formed his own agency, 
Richard Lane & Co., with offices 
at 220 W. 39th St., Kansas City. 
Standart, O’Hern & Lane was 
formed in August, 1956, with the 
merger of two agencies, Standart 
& O’Hern and Richard Lane & Co. 
(AA, Aug. 6, 56). Among the 19 
accounts the Lane agency will 
handle are Red Diamond Potato 
Chip Co., Hopkins Mfg. Co., Sau- 
der Tank Co. and Kansas Soya 
Products Co. 


Graves Joins Ridder-Johns 

Edward G. Graves, formerly 
with the St. Paul Dispatch-Pioneer 
| Press, has joined the Chicago of- 
\fice of Ridder-Johns, newspaper 
| representative, 
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/ s s writer at Blackett-Sample-Hum- | maintain his premium position on | Claude Hopkins. 
Alltime All-American Ad Agency mert and now chairman of the Mr. Ogilvy’s “all-American” ad-| “I used to deride advertising 


board of the $80,000,000 Ted Bates | vertising team. men who talked about long-term 


r . ee agency. The other is Claude Hop- ; jeffect ... 1 used to say that they 
Team Picked In 39 Stands U Well kins, whom Mr. Ogilvy put on his|® Ina speech to a Chicago meeting used long-term effect as an alibi— 
p copy strategy team 18 years ago be- | of the American Assn. of Advertis- to conceal their inability to make 
cause he was a “realist” who) ing Agencies a couple of years ago, | any single advertisement profit- 
(Continued from Page 2) Ogilvy.” “saved advertising forever from|Mr. Ogilvy said: | able. 
advertising and merchandising prestige and art.” | “I must confess I have changed! “In those days I believed that 
might be considered “the most ef-|® Two of Mr. Ogilvy’s choices of} Unfortunately for Mr. Hopkins,|my mind on this subject. When I| every advertisement must stand on 
fective” in the U.S., but his team/ 18 years ago are especially notable. | he not only did not save advertis- | first arrived in the U.S. 18 years | its own two feet and sell goods 
has stood up fairly well. Here it| The first is that of Rosser Reeves,|ing “forever” from prestige and | ago, I bought the wicked old Chi-|at a profit on the cost of the 
is, with the description Mr. Ogilvy | then a reasonably obscure young |art, but he was not even able to|cago philosophy as practiced by|space.. . 
provided for his English audience 
of 18 years ago: 

“Copy strategists: 

“Frank Hummert—the most bril- 
liant formula man who ever built, 
an ad. 

“Claude Hopkins—the realist 
who saved advertising forever 
from prestige and art. 

“Copy research: 

“John Caples, who pioneered and | 
patiently preached copy testing) 
until it became an axiom of agen- | 
cy practice. | 

“George Gallup, whose statisti-| 
cal integrity has endowed the 
agency business with a new re- 
spect. 

“Market research: 

“A. C. Nielsen, who is not and 
never will be an agency man, but 
whose index has done for advertis- 
ing what Galileo did for astronomy. 

“Radio: 

“Anne Hummert, to pinch-hit for | 
Frank Hummert, who is already at | 
bat as our No. 1 copy strategist. | 
Last year the Blackett-Sample-| 
Hummert program formulae | 
brought them over $10,000,000 in| 
radio billing, with 125 programs 
per week on New York stations 
alone. 

“Chairman of the board: 

“Raymond Rubicam, the ex- 
copywriter, whose young agency | 
will next year be the biggest in| 
the world. He picks good men. He 
pays them well. He leads them 
well. 

“President: 

“Roy S. Durstine, master of | 
agency organization, most convinc- | 
ing speaker, kindest boss, and| 
soundest all-rounder in the ad bus- 
iness. 

“In the bull pen: 

“Don Francisco, whose sense of) 
social responsibility is as great as 
his professional ability. 

“Gordon Seagrove, Stirling Get- 
chell, Bill Esty—to practice their 
individual virtuosities. 

“As twelfth man I nominate) 
Rosser Reeves, a rising star in the 
formula firmament. He is going 
places, or my name is not David 


GLOSSY PHOTOS 
IN QUANTITY 


We maks 
what we be- 
lieve to be 
the best gen- 
uine gloss‘ 
hotos in the 
usiness. 

We believe 
this because 
our custom- 
ers say so and 
keep coming 
back yea) 
after year. 

Our prices are competitive. 
Our quality is superb. 
Our service unexcelled. 
Try us the next time you need 
quantity photos. 


PRICE LIST 


8 x 10 GLOSSY PHOTOS 


QUANTITY cost 


$75.00 
42.50 
9.50 
6.00 
4.00 
3.00 
2.22 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, | 
prices on request. 


MAJOR PHOTO Co. 


Commercial Photographers 
1210 N. Clark Street © Chicago 10, Illinois 
Dept. SA . Telephone: Michigan 2-5651 
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“The really evil aspect of that | image. OP as 
old rough-tough school was that | 
it took such a very short view of|# For the benefit of those AA 
advertising. |readers who may not have been in 
“Its practitioners were not build- | advertising 18 years ago, it may be 
ing brands. They were not invest-| necessary to identify some of the 
_ ing money in advertising. They|members of Mr. Ogilvy’s team. 
were spending money; they were Frank and Anne Hummert 
short-sighted men. (whose name was included in the 
“Today, we have come to believe | Blackett-Sample-Hummert agency | is, with Batten, Barton, Durstine & his home in Arizona. 
that every advertisement must be| which is now Dancer-Fitzgerald-|Osborn. A pioneer copy research | 
considered as a contribution to the 


tion, if they did not invent it. They | 
are still active in this field. 
Claude Hopkins was the famous | of 


research organizations 


his reputation as a copywriter with 


of this century. 


the soap opera formula to perfec-|is still writing and speaking on it. 
George Gallup and A. C. Nielsen | ing agency with headquarters in 
|are now, as they were then, heads|New York. 

well 
reason-why exponent who made/|known in the advertising business. 


Lord & Thomas in the early days|# Raymond Rubicam, one of the 
|founders of Young & Rubicam, re- 
John Caples was then, and still|tired some years ago and makes 


Roy S. Durstine, the Durstine of 
Sample) are a writing team gen-|man and author of the earliest) BBDO, left that agency a number /jcareer in advertising, formed the 
complex symbol which is the brand |erally credited with having brought | treatise on this subject, Mr. Caples of years ago and is now active head | J. Stirling Getchell agency in New 


eal 


in the truck-and-bus fleet 


_ UP 328 pages 
UP 110 pages ; 


GAIN 


330 WEST 42nd STREET, NEW YORK 36, NEW YORK 


bs eka 


31 


of Roy S. Durstine Inc., advertis- 


ident of Lord & Thomas, retired 
|last year as a vice-president of J. 
Walter Thompson Co., New York. 
Gordon Seagrove is famous as 
| the Listerine creative man at Lam- 
|bert & Feasley. 
Stirling Getchell had a meteoric 


Don Francisco, one-time pres- 


York, introduced the then-brand 
new Plymouth to the American 
| public with a famous “Look at All 
| Three” campaign, and died in 1940, 
when he was 41 years old. 

William Esty founded the Wm. 
Esty Co. and died in 1954. . 


Paul-Phelan Names Reid 
Thomas Reid has been appoint- 
ed director of media and research 
of Paul-Phelan Ltd., Toronto, a 
new post. He most recently has 
been with the Toronto office of 
Erwin, Wasey & Co. 


Outrates all 
syndicated 
shows! 


STAGE 


San Francisco — highest rated 
syndicated program (22.7, Pulse, 
2/57) outrating George Gobel, 
Gunsmoke, Grey Theatre, 
| Jackie Gleason, Lux Video 
Theatre, etc. 

Twin Cit1es—highest rated syn- 
| dicated program in Minneapolis- 
| St. Paul (16.0, Pulse, 11/56) out- 
| wating Warner Brothers, Father 
| Knows Best, West Point, etc. 
Outrates all competition in 
| Atlanta, Indianapolis, Portland, 
Oregon, etc. 
| 


Stage 7’s a dramatic an 

which can do a eed wg od fine- 

selling job in your market, as it 

is already doing in more than a 
| hundred others. Better check 
| Stage 7 for your market today. 
| Write, wire or phone collect for 
| availabilities. 


| Television Programs of America, Inc. 


488 Madison Ave., N. ¥. 22 ¢ PLaza 5-2100 
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‘Duke,’ Negro Men's Monthly, | April 25. The magazine, to be pub-|of Ebony and Jet, is circulation| News and Ebony, is editor. 
Begins Publication April 25 lished by Duke Publishing Co.,| manager of Duke. Leroy Winbush, Editorial material will consist of | 

Duke, a monthly men’s maga-|Chicago, will have 74 pages and | |formerly with Ebony, will be art) fiction, men’s fashions, cars, sports, 
zine in the Negro field, will hit! will sell for 50¢. Sylvestre C. Wat- director, and Dan Burley, former- | jazz and pinups of Negro glamor 
the newsstands with its first issue' kins, formerly circulation director | ly with the New York Amsterdam ‘girls. 


SAN DIEGO- 
YOUNG GIANT MARKET 


1956 Food Store Sales: 
More Than $225,000,000 


By every economic yardstick, San Diego ranks as the Young Giant Market of the West. 


San Diego County food store sales — to cite just one example — 
totaled more than $225 million in 1956. And San Diego's youthful growth 
and vitality stem from an economy as old and as stable as California itself. 


To sell the most rapidly expanding market on the Pacific Coast, at the lowest cost per 
sale, advertise in The San Diego Union and Evening Tribune — two great 
newspapers which are keeping pace with the Young Giant they serve. 


NG 
“The Ring Cy of Truth” 

San Dic ion | 
COPLEY newspapers ~s ea: 


AND 
15 “H t “N Cc i 
suit Dilla, Coltlonte = tact eae ee EVENING TRIBUNE 


and Greater Los Angeles... 
Served by the COPLEY Washington Bureau and the COPLEY News Service 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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Oil Companies Seek 
Auto Parts Monopoly, 
House Group Toid 


WASHINGTON, April 16—The ma- 
jor oil companies are trying to take 
over the auto parts industry, Har- 
old T. Halfpenny, counsel for the 
National Standard Parts Assn., 
told the House small business com- 
mittee hearing on _ distributive 
practices in the oil industry. 

The association represents 3,500 
manufacturers and wholesalers in 
the automotive service field. 

Mr. Halfpenny told the commit- 
tee oil companies used price fix- 
ing, coercion and outright threats 
to achieve their ends. 

Mr. Halfpenny said: “The testi- 
mony will show that a well-de- 
fined pattern of coercion and anti- 
trust violation often starts from 
the time the operator goes into 
business. Many oil companies will 
provide, either free or on easy 
terms, the necessary shop equip- 
ment of a service station—such as 
tire changers, hoists, compressor, 
lubrication equipment and _ so 
forth. Often the company will in- 
stall the equipment at no expense 
to the station owner. 


s “Thus, the shop equipment is 
used as a premium to obtain the 
oil and gasoline business and as 
the first step in making the gas 
station a captive market. And of 
course, the franchised operator is 
told, often not too subtly, to buy 
his tires, batteries, and accessories 
from the oil company or the cor- 
poration with whom it has a tie- 
in, or else!” 

Mr. Halfpenny told the commit- 
tee that after efforts had been 
made, without avail, to deal di- 
rectly with the oil companies, the 
matter was placed before the Fed- 
eral Trade Commission. 

“But the commission, although 
it has the full power and authority 
to act, has net succeeded in stop- 
ping these practices,” he said. “Its 
excuse is always that it lacks evi- 
dence. That would seem like re- 
quiring a citizen who is robbed to 
produce the robber, and only then 
would the policeman arrest the 
robber. 

“In the light of the commission’s 
failure we feel that it is up to the 
Congress to take action to end 
practices which are daily becoming 
more widespread.” - 


Futorian-Stratford Plans 
Stratolounger Campaign 

The Stratolounger division of 
Futorian-Stratford Furniture Co., 
Chicago, plans what it describes as 
the “largest integrated advertising 
and merchandising program” in 
reclining chair history. Plans call 
for an outdoor campaign in 40 
markets, Sunday supplements, ra- 
dio and tv spots and dealer aids. 

The program is timed for the 
Father’s Day market. Fuller & 
Smith & Ross, Chicago, is the 
| agency. 


Dayton Rubber Pushes 
Vacuums in Magazines 

Dayton Rubber Co. has initiat- 
ed a consumer campaign to carry 
through October which emphasizes 
the product features of leading 
vacuum cleaner brands. Half pages 
|are set for House Beautiful, House 
& Garden and Living for Young 


ithe company’s Dayflex plastic 
| vacuum hose is secondary. Norman 
|D. Waters & Associates, New York, 
is the agency. 


gr Joins Niagara Therapy 


Albert F. Young, formerly a 
| partner in W. S. Walker Advertis- 
ling, Pittsburgh, has been named 
vp of Niagara Therapy Mfg. Corp., 
Adamsville, Pa., an agency client. 
He will have charge of coordina- 
tion of sales and advertising. 
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GEN TAD JEFFERY 
Frat 
ADVERTISING Manag 
ER 


Dear Tiny; 


i o , 


All of ° 
ur People 
Sending you ae here are MOst gr 
rmest thank n 
Ss. 


rdially, 


RCHANDISING 
AWARD 
1956 
FOR OUTSTANDING MERCHANDISING 
SUPPORT IN CONNECTION WITH 
KRAFT MAYONNAISE ADVERTISING 
AWARDED TO 


LOS ANGELES 
MIRROR-NEWS 


7S 


LARGEST AFTERNOON 
ee 


HOME-DELIVERED CIRCULATION 
IN WESTERN AMERICA 
LOS ANGELES 


VIRGIL PINKLEY, EDITOR AND PUBLISHER, REPRESENTED NATIONALLY BY O'MARA & ORMSBEE, INC., NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO 


Try us again! Sincerely 


"Tony Lobel 
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No Agency Shifts 
as Dixon Buys 


American Crayon 


Combine Will Offer 
‘All Writing, Drawing 
Tools Except Pens’ 


New York, April 16—Two of | 
the oldest Corporations in the! 
country—Joseph Dixon Crucible | 
Co., Jersey City, N. J., and Ameri- 
can Crayon Co., Sandusky, O.— 
have merged. American Crayon 
becomes a division of the Dixon | 
company. Frank G. Atkinson, 
president of Dixon, heads the con- 
Solidation, 

Ear! Curtis, American Crayon 
president, becomes board chair- 
man of the new division. Leland 
P. Spore, formerly exec vp, be- 
comes president and a member of 
the Dixon board. Lynn Curtis con- 
tinues as vp. Other divisional of- 
ficers elected are Ernst van Blar- 
cum, Secretary-treasurer; Harold 
G. Schaeffer, assistant treasurer, 
and Peter Spore, assistant secre- 
tary. 

No personne] changes are con- 

templated, and each company will 
operate as a Separate entity. To- 
gether, the companies represent 
250 years of business activity. 
Dixon was founded in 1828; Amer- 
ican Crayon in 1836. 

The merger means that every 
type of handwriting and free 
drawing instrument, with the ex- 
ception of pens, wil] now be avail- 
able from a single source. 


® Most Dixon products are related 
to graphite. Besides its best 
known product, Ticonderoga pen- 
cils, the company manufactures 
crucibles, refractories, lubricants, 
protective paints and other prod- 
ucts with graphite ingredients. It 
also manufactures powder metal 
components through its subsidi- 
ary, Dixon Sintaloy Inc., Stamford, 
Conn. 

American Crayon originated the 
manufacture of wax crayons in 
this country and pioneered in 
chalks, artists’ paints and educa- 
tional art materials. It makes a 
complete line of school supplies, 

It is expected that both compa- | 
nies will increase their advertis- | 


Blankets 
and Saturates 


There's only one maga= 
zine that covers and 
penetrates the $17. 
billion freight trans- 
portation market, It's 
the only publication 
you need to reach and 
activate the market, 


Get the facts} 


. ©] 
Wo 
515 Madison Aves, N.Y. 


ing during 
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the coming year, ®, Geo. N. Kahn Inc., New York, 


ue, as also does Frank Newman, | Reynolds to Market 
Spokesman for the Dixon company | will continue to handle Dixon pen- | American Crayon’s advertising | Homeshield Screen Kits 
told ADVERTISING AGE Advertising cil products O. S. Tyson & Co., manager. 
copy will stress the affiliation of | Ne 


| the two companies and what this 


| means to buyers of the products of | ter Co., 
| each company. 


R During the past year each com-| tinue to handle Ame 
pany has spent about $200,000 for 
largely 


advertising, 
Papers. As 


| (AA, Dec. 10 
| will result from the merger. 


weg 


‘ 


7 Homeshield €asy-to-make alu- 
WwW York, which took over early : 


| ™Minum screen kits, developed and 
King Korn Names Ettelson manufactured by American Screen 
Richard L, Ettelson has been | Products Co., Elmhurst, Ill., have 
named advertising and sales pro-| been added to the do-it-yourself 
i of King Korn consumer products line marketed 
i by Reynolds Metals Co., Louisville. 
Reynolds will handle advertising, 
Past six years, merchandising, sales and distribu- 
j tion of the product which Ameri- 
can Screen will] continue to man- 
ufacture. 


Will Inc., Cleveland, will con- 
rican Cray- 


on’s complete line. 


in business Ernest Raasch, 
previously reported 


), No agency change | and Robert Tighe, 


tising and sales Promotion materi- 
trial advertising manager, contin- | a]. 


HOT 


Hot today and getting hotter .. . “ pon 
Industry and the Chicago Daily News. pr 
cago, only the Chicago Dally a _ 
of a steady growth in circulation or s ba 

st ten years. And, in 1956, the a c - 
sone focd linage than any other even ~ Lge od 
in America. That makes it 15 — 4. bred 
the News has been on top! Forecast: — 
advertisers — lots of mouth-watering res . 


CHICAGO DA 


The Independent ! 
600,000 Families . .. Largest Evening Circul: 


‘NEWS’ 


65 Pet. of Ad Budget 


Tagged for Newspapers 


National Tea Spends $7 Million 
To Advertise 760 Food Stores: 


As Vice-President in charge of paps 
ing and ear ae re pe gph od ny poe 2 
rowing retail fo : Bony 
~al Se = National Tea Co. s aoe 
tising program at the home office pope mo , 
year the company invested a total of § , oA 
268.00 in advertising its 760 stores in 
were managers in National Tea ye a 
branches placed a total of 29,332,184 ines o 
newspaper advertising in 376 cara api 
1956, of which 806,555 lines were ee pbc 
Chicago Daily News—more than any ’ . 
newspaper in which the big chain advertises. 


MR. BAUMAN had this to say about the 
“News”: “Daily News readers are the largest 
‘able-to-buy’ market in the Chicago area. They 
have tremendous confidence in their 204 
and in its advertising pages. Food page Fc! 
bel Du Bois cooks up page after page of 
stories that build up a lot of reader interest. 
No wonder the ‘News’ has led a 
evening newspapers in food linage for 1 
years in a row!” . : ee 

Bauman has spent his entire care 
in Pg ose and food field. For seven 
years he directed all sales a= ao 

ivities in’s big Chicago br , 
activities of the chain’s big yp eviy om 

s what the Daily News has 
re pepe: his merchandising job eee 
effective in this intensely competitive 
market. - 
i tion 
i intment this year to the posi 
of Vice-President in charge of Srituebey = 
isi i ion ; 
Merchandising for the entire Na - 
indi j tantly strong me 
indicates just how impor ove Sorat 
ising “know-how” is rated by top 
comma ll National Tea, which is famed - 
its fast growth.in sales and earnings throug 
out the food industry. 
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Cling Peach, Kaiser 
Plan Tie-in Campaign 

Under the heading, Patio Spec- 
tacular, a barbecue theme will be 
put to work for the Cling Peach 
Advisory Board in the “strongest” 
spring advertising campaign in its 
10-year history of related item ad- 
vertising. The campaign represents 
a tie-in between the peach group 
and Kaiser Aluminum & Chemical 
Corp., with the peaches broiled on 
Kaiser’s quilted foil and served 
with shish kebabs. 


Color pages will be run by the) Katz Agency Augments Staff 
joint advertisers in Sunday and| Katz Agency, New York, nation- 
daily newspapers and magazines, |a] representative, has added five 
plus tv commercials in May and) men to its staff. James Edward 
June on the “Kaiser Aluminum | Muse, formerly commercial man- 
| Hour.” Tie-in newspaper mats and ager of WGEM-TV, Quincy, IIL, 
|point of purchase materials will | joins the tv sales staff in St. Louis, 
be available to stores. The cam-| and Thomas E. Kniest, formerly of 
paign will run from May 12 to| KXOK, St. Louis, joins the radio 
July 1. Batten, Barton, Durstine| sales staff there. In New York, 
& Osborn, San Francisco, is the| Gordon George Zellner, formerly 
peach agency; Young & Rubicam,!|an account executive with WATV, 
San Francisco, is the Kaiser agen- | Newark, joins the tv sales staff; 
cy. | Stephen M. Salonites, formerly of 


Benton & Bowles, the tv sales de- 
velopment staff; and Jesse Lowen, 
formerly of WMAZ, Macon, Ga., 
the promotion-research depart- 
ment. 


Carlson Joins Scott Inc. 

Wilbur G. Carlson has joined 
Scott Inc., Milwaukee, to handle 
public and industrial relations as- 


|signments. An agricultural con- 


sultant since 1949, he was assist- 
ant to the president of Kraft 
Foods Co. from 1940 to 1949. 


Newspaper 


ation in Chicago 


What a Great Job ‘News’ 
Nee Reports Ad Exec 


; 9 
- Does, 
s Selection of the Chicago Dail 


dvertising has been 
, icago Branch newspaper @ “ 
val S. esate Vice-President in charge of Advertising 


chandising of the big super-market chain. 


cked the ‘News’ to lead its Chicago 
in at the check-out counters, 
‘News’ straight years: 
len te ote tn the, "Neray throng Saturday—the oes of 
ee ea poco in dollars and cents at our check-ou i 
Te f more than 600,000 is mighty important . y pa 2 
sad le react to your ads. The people in our org’ 
baggy tome paper and it certainly hits home for us, 


“NATIONAL TEA pi 


pays off time and time aga 


” said Mr. Bauman. 


“Check-Out Counters Prove 


key National Tea Com- 
y News to key explained by 
and Mer- 


ad schedule because it 
stated Mr. Bauman. 


We get spontaneous 
quick action 


when you 
n call the Daily 


_ 
A, 


» ’. me 
been anything like it 


Cole 


cooi—“Tangertluko!” quoth the 

Eskimos (meaning, “Take a look at 

that!”) in this Cole of California 

ad, part of a tie-in campaign fea- 

turing the new Cutex color, Coral 
Ice. 


Cutex, Cole, Logan 
Join in Print Push 
for Coral Ice Hue 


STAMFORD, CONN., April 16— 
Northam Warren Corp. will run 
| its largest national and local cam- 
paign for Cutex this summer, to 
promote its new Coral Ice color 
for nail polish and lipstick. 

Tying in with the campaign will 
be Cole of California, swimsuit and 
sportswear manufacturer; Jona- 
than Logan, junior dress manufac- 
turer, and M. Lowenstein & Son, 
textile manufacturer. Cole has de- 
signed swim and beach apparel in 
Coral Ice colors. Jonathan Logan 
has made a line of 12 dresses from 
Coral Ice fabric by Lowenstein. 
Northam Warren opens the cam- 
| paign with a color page in the May 
27 Life, to be followed by color 
pages in the June and July issues 
of McCall’s, Photoplay, Seventeen, 
True Experience, True Romance, 
True Love Stories and TV-Radio 
Mirror. 

Two-color and b&w newspaper 
ads of 1,000 and 500 lines will run 
from late May through June in ap- 
proximately 86 newspapers across 
| the country. These ads will show 
|the entire line of Cutex pink 
shades, but Coral Ice will be 
featured. 


here's never 


® Tie-in advertising will be four 
consecutive right-hand color pages 
in the June Seventeen, including 
two by Cutex, one by Cole and. one 
by Lowenstein and Logan. Setting 
for the ads is a snowy Arctic scene, 
complete with polar bears and Es- 
kimos, to illustrate the theme 
“Cool new look . . . Coral Ice.” 

Both fashion houses are mer- 
chandising their Coral Ice styles 
through window and counter dis- 
plays, fashion shows and garment 
hang-tags. 

J. M. Mathes Inc. is handling for 
Northam Warren, Doyle Dane 
Bernbach for Cole, and Lewin, 
Williams & Saylor for Lowenstein- 
Logan. ~ 


AAW Contest Judges Named 
The Hollywood Advertising 
|Club, which co-sponsors the an- 
/nual tv commercial competition 
| with the Advertising Assn. of the 
| West, has named the committee of 
judges. They are Phil Seitz, Ap- 
VERTISING AGE, chairman; Louis F. 
Thomann, Printers’ Ink; Brian 
| Harvey, Western Advertising, and 
|Evelyn Bigsby, TV-Radio Life. 
|The competition is open to pro- 
ducers, agencies, advertisers and 
stations in the 11 western states, 
western Canada, and Hawaii. En- 
| tries must be received by the 
|Hollywood Advertising Club by 
| May 20. Winners will be shown at 
|the AAW convention in Honolulu, 


| June 24-28. 
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Here, the excitement of the busy 


First, hard-riding weeks of Research... next, Design pits its skills 
... then, Production applies its genius... finally, Sales tunes its harp, 


checks its lighting, polishes its phrases. In walks the Consumer, and... 


+ 


A McGraw-Hill Publication 
Member Audit Bureau of Circulations 
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THE 42ND NATIONAL AUTOMOBILE SHOW. PHOTOGRAPHED BY CARTER JONES 


The drama of Detroit and the drama of Business Week are no different. Different arena, 
sure — but the same show: the fast-moving business triangle of men-minutes-money. But 
as the excitement of the busy week pours through its pages, there is no “‘audience”’ here 
—every spectator gets into the act. 91% of the subscribers are management men... and 
in these pages they find the exciting life they live, recognize, know so well. If Business 
Week’s editors muffed a line, these experts would be first to howl; if its pages strove 
merely for effect, they'd be throwing vegetables; if its columns misinformed, they'd walk 
out between acts. Yet your own industrial customers consistently vote Business Week 
“most useful” of all general-business and news magazines. Why wouldn’t they? Here is 
twice the business information found in any other news or management magazine . . . and, 


not at all by coincidence, twice the business advertising, too. You advertise in Business 


Week when you want to influence management men. 
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Lanolin Plus 


Starts Summer 
Hegira from TV 


Company Reports Sales 
Get Summer Boost in 
Shift to Newspapers 


Cuicaco, April 17—Lanolin Plus 
Inc., Chicago, which began a sum- 
mer tv hiatus April 2, when it) 
dropped sponsorship of “Hold That | 
Note” (NBC-TV), will get its| 
spring-summer blanket newspaper 
campaign under way April 20. 

Strategy for the print campaign 
is heavy national coverage with 
big space insertions. The schedule, 
to cover 188 major cities, will in- 
clude three-quarter page Sunday 
issue insertions styled as women’s 
fashion editorial copy with domi- 
nant fashion photos plus a series of 
half pages run three times a week 
styled as beauty editorial copy ac- 
companied by retailer co-op ads. 

The currently planned newspa- 
per campaign will run from April 
20 through June 30. July and Aug-| 
ust ad plans have not yet been 
firmed up but the company will 
rely mainly on newspapers. 


® Reason for the seasonal shift to 
newspapers—which is now stand- 
ard procedure for Lanolin Plus 
—is company sales records indi- 
cating that the company “has en- 
joyed its greatest sales stimula- 
tion during the spring-summer 
selling period by converting [from 
other media] to ‘controlling page’ 
[mewspaper] space on a national 
basis,” according to Joseph Daff- 
ner, advertising and merchandis- 
ing director of Lanolin Plus. 

The company will definitely re-| 
turn to tv in September with a| 
major network vehicle, Mr. Daff-| 
ner says. It already has an option | 
on NBC's Tuesday evening 9:30-| 
10 time slot. 

On Jan. 1, Lanolin dropped out) 
of another tv show, “Name That)! 
Tune” (CBS-TV), which it co- 
sponsored with Anacin. 

Russel M. Seeds Co., Chicago, is | 
the Lanolin Plus agency. . 


| 


Associated Artists Names Four 

Associated Artists Productions, | 
New York, has appointed Lester S. 
Tobias, a member of the West 
Coast sales staff, western division 
manager, succeeding Robert Kron- 
enberg, who has resigned. The tv 
film distributor also has appointed 
Rita L. Garner assistant advertis- 
ing and promotion manager and 
David W. Hunt and Kenneth E. 
Fay to its sales department in New 
York. Miss Garner formerly was| 
sales promotion director of} 
WMGM, New York. Mr. Hunt for- 
merly was head of David Hunt &| 
Associates, radio-tv representative, | 
and Mr. Fay previously was with | 
Playbill. 


‘Maclean's’ Boosts Rates; 
Circulation Up 35,000 

Maclean’s Magazine, Toronto, 
has issued a new rate card, effec- 
tive with the Oct. 12 issue, based 
on a new average net paid circu- 
lation of 600,000. Current rate 
card is based on average net paid 
circulation of 565,000. 


Single issue b&w page rate will | 


go from $3,350 to $3,680, or a 
9.85% increase. Four-color page 
rate, one time, will be increased 
from $4,760 to $5,215, up 9.56%. 


‘Harper's Bazaar’ Names Two 

Phil Slater, formerly editor of 
Young Set, has joined the New 
York sales staff of Harper’s Ba- 
zaar. The magazine also has named 
James 
manager. 


Mulcahey New England 


NEW GOoDiES—Carnation Co. is introducing its new frozen cream 
pies in southern California and Arizona with gradual expansion to 
other areas planned. The new pies, under the brand name, Simple 
Simon, acquired with the purchase of Mrs. Lees’ pies in 1955, come 
in three flavors. A fourth, strawberry cream, will be added soon. 


McCann Moves Montreal Office |‘Ceramic Age’ Names Rep 
McCann-Erickson (Canada) Ltd.| Ceramic Age, Cleveland, has 
has moved its Montreal office to| appointed Prendergast & Mina- 
larger quarters at Peel Centre, 2055 | han, Chicago, its space represent- 
Peel St. ative in the Chicago territory. 


Comstock Quiz 
Probes Services of 
Prospective Agencies 


Newark, N. Y., April 17—Com- 
stock Foods Inc. has sent a de- 
tailed, 10-point questionnaire to 
agencies which have expressed in- 
terest in handling its $400,000 ac- 
count. 

Comstock markets applesauce 
and a line of fruit pie mixes. Bry- 
an Houston Inc., New York, re- 
cently resigned the account (AA, 
April 1). 

The following is the question- 
naire sent to agencies: 

1. List the names, titles and business 
background of agency personnel. 

2. List the number of years agency has 
been in business. 

3. List the names of all accounts and 
billings by year since 1950. 

4. If not confidential, list annual sales 
volume by accounts for each year—1950 
through 1956. 

5. If our account is placed with your 


Advertising Age, April 22, 1957 


agency, please submit names and job 
functions of all individuals: 


a. Whose time and talent would be 
brought in our account for generating 
ideas, plans, copy, layout, etc. 

b. Whose time and talent would be 
utilized in developing sales promo- 
tions, product planning, packaging 
and market research to supplement 
our own activities. 


6. Please outline in detail any out- 
standing examples which your organiza- 
tion has had in the solution of market- 
ing problems relating to the food indus- 
try. 


7. Submit any examples of creative 
ability applying imagination to a prob- 
lem and in developing sound ideas of 
value in gaining competitive advantage 
for clients. 


8. Submit ex 
er promotion, consumer premium offers, 
trade promotion, trade premium offers 
and point of sale material created by 
your agency. 


%. Describe briefly each type of re- 
search regularly used and available for 
clients’ benefit. 


10. Outline manner in which our ac- 
count would be handled, frequency of 
contact, plans board review and approx- 
imate amount of time a merchandising 
man could devote to field work. - 


the new ratings 7 


- Storz Station . 
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This Week in Washington ... 


USIA Spending Aids Some Businesses 


By Stanley E. Cohen 
Washington Editor 


WasuincTon, April 18—Recent hearings on the budget of the U. S. 
Information Agency point up an important fact: For most people, Uncle 
Sam is a costly dependent; but for many business men, he is also a 
good customer. 


In an effort to find out what USIA does with its money, the House 
appropriations committee demanded an unusual amount of detailed 
information. Included in the documents is a list of companies which 
sell goods and services to USIA. It’s a lengthy list running into hun- 
dreds of suppliers and millions of dollars, For example, it reports $32,- 
500 for subscriptions to two New York newspapers; $550,000 for peri- 
odicals and books from American News Co., and $264,000 to National 
Broadcasting Co. for production of a tv series. 

Incidentally, USIA listed hundreds of free lance writers who have 
been paid for special articles written for distribution abroad. In almost 
every instance ‘the payments were nominal—from $20 to $100—and 
generally the articles appeared to be legitimate. There wasn’t a single 
Washington correspondent on the list; so it could hardly be said that 
USIA has tried to use the public’s funds to make friends for itself 
here. 
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U. S. Drops Tourism Probe; 

Travel Industry Carries on 

If the House appropriations com- 
mittee knocked out the proposed 
Census of Transportation because 


\tremely lengthy, but it includes at, 


While there has been no an- 


\least 14 advertising agencies, as | nouncement yet on the selection of 
|well as auto clubs, hotel associa- agencies to handle the major re- 
‘tions, oil companies and a whole cruiting contracts next year, cur- 
group of newspaper and magazine rent guessing here is that there 


ee 
Military Ad, PR Activities — 


it thinks nobody cares, it obvious- 
ly is uninformed about the degree 
of concern felt by hundreds of ; 
+ ae which cater to the tour- at $6,400,000 Level in ‘57 
ist business. Assistant Defense Secretary 

A part of the $1,200,000 for this | Stephen Jackson has come up with 
first national census of transporta-\a tablulation which shows that 
tion was to have been a $150,000 | publicity expenditures of all) 
item to study “travel patterns” of|branches of the military  will| 
tourists. But the travel industry is|amount to nearly $6,400,000 ver} 
so interested in this kind of infor-| year, and reveals an anticipated | 


will not be any change, at least in 
the Army and Air Force account. 
Dancer-Fitzgerald-Sample, which 
was among the five finalists for the 
Army account, is believed to be in 
the preferred spot to retain it. The 
Air Force has not held a competi- 
tion, and it is generally assumed 
Ruthrauff & Ryan is to get an ex- 
tension. 


mation that it has taken the initi- 
ative and raised a $15,000 fund of 
its own. This will be used to fi- 
nance a series of sample studies 
by the Census Bureau to try to 
find more information about such 
subjects as why people travel, 
what form of transportation they 
use, where they stay and how 
many are in the party. 

The list of contributors is ex- 


Ike Sets Conference on 


: hed | 
$6,700,000 figure will be reached Small Business Distribution 


in fiscal 1958. His tabulations show 
about half of this represents You will be hearing more about 
“eommercial contracts,” including |the President’s Conference on 
expenditures through the advertis- | Technical Distribution Research 
‘ing agencies handling the recruit- | for the Benefit of Small Business. 
ing contracts of the various serv-| Its to be held here Sept. 24-26, 
‘ices. More than $1,600,000 is for | but it is to be preceded by a 
‘the production of radio and tv ma-| series of one-day workshops in 
terial. (There is no expenditure for | five major cities to encourage suc- 
| time and talent.) cessful business men to give con- 
ference leaders constructive sug- 


wbDGY 
MINNEAPOLIS 
ST. PAUL 


KOWH 
OMAHA 


WHB 
KANSAS CITY 


WwTix 
NEW ORLEANS 


waQam 
MIAMI 


You talk to the biggest audience 
with the ‘‘Storz Station’’! 


Latest Trendex puts WDGY first! Whether you prefer Pulse, 
Trendex, Hooper or Nielsen, WDGY has prime 

availabilities in many first place segments in every recent 
report. See JOHN BLaiR or WDGY GM STEVE LABUNSKI. 


Now in its sixth year of first place dominance. First on latest 
Hooper, Pulse and Trendex. Contact ADAM Younc INc., 
or KOWH General Manager VirGIL SHARPE. 


First per Hooper, first per Area Nielsen, first per Pulse, 
first per Trendex, 87%, renewal rate among Kansas City’s 
biggest advertisers proves dynamic sales power. 

See JOHN BLairn or WHB GM GEorcE W. ARMSTRONG. 


Month after month WTIX maintains or widens its first place 
position in New Orleans listening. First on Pulse 

(6 a.m.-6 p.m., Mon.-Fri.), and first per latest Hooper. 

Ask ApAM Younc INc., or WTILX GM FRED BERTHELSON. 


Way out front. With ‘Storz Station” programming WQAM 
has leaped to first in the morning .. . first afternoon .. . 
and all day on latest Hooper (30.6°7,) and Trendex (34.1%). 
Covering all of Southern Florida with 5,000 watts on 

560 kc. See JoHN BLarrn or WQAM GM Jack SANDLER. 


The Storz Stations 


TODAY'S RADIO FOR TODAY'S SELLING 
TODD STORZ, President 


gestions and ideas which can be 
passed along to small business. 
Dr. Eric A. Walker, president of 
Pennsylvania State University, 
|who is general chairman, went 
‘over plans for the meeting with 
| President Eisenhower this week. 
| With Arthur H. Motley, president 
of Parade Publications, designated 
to organize the portion of the pro- 
gram devoted to “Research in Dis- 
| tribution,” there is confident belief 
| here that a determined effort will 
be made to spotlight the small 
|company’s marketing problems. 


Treasury Plans Bond Push 
| —But It's Got to Be Delicate 
With Congress putting final 
|touches on a bill raising the in- 
terest rate on U. S. savings bonds, 
the Treasury Department will soon 
|embark on an intensive campaign 
| to inform the public of the change. 
Treasury’s promotion staff has 
|a unique problem. It’s anxious to 
| exploit the new bond terms to the 
jo and to bring sales back up 
to where it feels they ought to be. 
|On the other hand, it has to be 
|eareful not to offend banks and 
| other savings institutions which 
compete for some of the same sav- 
ings dollars. > 


| 
| Durstine Adds Jo-An Shoes 
Jo-An Shoe Mfg. Co., Fairlawn, 
N. J., has appointed Roy A. Dur- 
|stine Inc., New York, as its first 
jadvertising agency. The company 
manufactures the Contessa and 
Count lines of leisure shoes. 
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‘Beverage Retailer’ 
Warns: Don’t Try to 
Switch Loyal Buyer 


New York, April 
store dealers rate consumer pre- 
sell by advertising extremely im- 
portant. Few experienced dealers 
will attempt to switch customers 
who ask for brands. 

But virtually all package store 


dealers want post-offs—that is, |! 
discounts from distillers’ posted 
prices—whether the discount 


comes out of the distiller’s adver- 
tising budget or elsewhere. 

This was the consensus of a re- 
tail merchandising panel held re- 


|ly, a report of which appears in 
its current issue. 

Many dealers, the report says, 
| prefer a steady high mark-up on 
| well-advertised brands with an oc- 


keting picture. And they will co- 
operate with brands that give 
extra profit, but are wary of 
|switching customers who come 
into their stores and ask for a 
brand. 


| Most dealers, the report says, 


respect the power of advertising. 
To try to talk patrons out of buy- 
ing what they want is the surest 
way to alienate customers. 


a The difficulty with post-offs 


50,000 key radio-electronics 
prospects want to know what 
you have to sell to the nation’s 
second largest industry. These 
are the men who regularly re- 
fer to their action-producing 
IRE DIRECTORY because it is 
the only completely up-to-date 
source book in their field. 


This Directory is right for them 
since it’s classified the way 
an engineer thinks. Your ad 
facing these vital and well 
read listings gets attention 
right where it serves the 
reader hest. 


lf you're active in radio- 
electronics you almost must 
be in the 1958 IRE DIRECTORY. 
Call us for the details. 


19SSB IRE DIRECTORY 


THE INSTITUTE OF 
1475 BROADWAY « N.Y. 36. 


RADIO ENGINEERS 
N.Y, © TEL. BRYANT 9-7550 


cently by Beverage Retailer Week- | and lower prices, a majority of the 


| panel said, is that post-offs tend 
|to drain off advertising money. 
But frequently wholesalers give 
|ipating, without distillers partic- 


ipating, which does not affect ad- | 


16—Liquor | casional post-off to spice the mar-/| vertising in most cases. 


| Asked individually whether they 
| preferred advertising to post-offs, 

most dealers said they wanted | 
|both, but a substantial number 
| said they preferred regular higher | 
/mark-ups along with consistent 
advertising. 
le According to the publication, 

70% of package store customers in | 

the New York area ask for liquor 
| by brand. This 70% has been pre- | 
|sold by advertising and personal | 
experience. Dealers have found it 
risky to try to switch such a 
customer to another brand. How- | 
ever, 30% of customers are open! 
to suggestions. That is where the 
post-offs pay off. Dealers tend to| 
give display preference to post-off | 
brands and tend to push those 
| brands. 

“Some retailers sit around be- 
tween customers and play gin 
rummy,” the report says. “Post- 
|offs don’t mean much to them. 
They let the advertising do the 
selling. The alert retailer, how- 
ever, takes his pencil, figures his 
post-offs in terms of percentage 
on selling price, and whether the 
item has advertising behind it be- 
fore he invests his money in it. In 
other words, if there is no demand, 
a smart dealer won’t buy a brand 
for the post-off.” 

Most of the pane] members, the 
report says, do not feel that sales- 
men are doing an adequate job in| 
their explanations of company pol-| 
icy, so dealers look to trade papers 
for news and information on what! 
different distilling companies and 
liquor wholesalers are doing. e. 


Bullard Names Neu A.M. 
William C. Neu, assistant ad 
manager of Bullard Co., Bridge-| 
port, Conn., since 1953, will suc-| 
ceed Raymond C. Bullard as ad- 
vertising manager of the machine | 
tool manufacturer. Mr. Bullard has | 
| resigned because of ill health. 


| SPEA Elects Hull President 
Ernest W. Hull, director of ad- 
vertising and promotion of Railway 
|Express Agency, has been elected 
|national president of the Sales 
‘Promotion Executives Assn. 
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Advertising Age, April 22, 1957 


Getting Personal 


John R. Martinez, in the advertising promotion department of 
Architectural Forum, has a new son, Glenn, who weighed in at 7 Ibs., 
9 oz. on March 12... Bruce Huffman, account executive for KNXT, 
Los Angeles, and the Columbia Television Pacific network, wel- 
comed his third child, Sara Jo, who arrived April 4... 

F. J. McKinley, representing Electrical Manufacturing, was re- 
cently voted outstanding advertising space salesman of the year by 
the New Jersey chapter of National Industrial Advertisers Assn... 

Joan Frances Post, with Wilson, Haight, Welch & Grover Inc., 
Hartford and New York agency, has announced her engagement to 
Paul Grosshart of Greenfield, Mass... Herbert L. Kramer, assistant 
manager, public information and advertising, Travelers Insurance 
Cos., Hartford, has been elected to a two-year term on the West 
Hartford Board of Education... 

Charles A. Hoffman, public relations assistant, Pennsylvania Di- 
vision of Esso Standard Oil Co., has been named general chairman of 
the “Retail Executive for a Day” program on May 2, sponsored by 
the Chamber of Commerce of Greater Philadelphia and the School 
District of Philadelphia. The program affords seniors of 20 city 
high schools a behind-the-scenes look at various department, spe- 


cialty, food, drug and variety stores... 
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ACHIEVEMENT AWARD—Martin F. Bennett (left), vp, merchandising, 
Radio Corp. of America, accepts the Howard G. Ford award in be- 
half of his company from Richard W. Goodby of the Philadelphia 
Sales Managers’ Assn. J. W. Thomas, president of the association, 
looks on. The award is given annually to the U. S. company that 
makes the most outstanding contribution to the advancement of the 
science of sales management, selling and distribution. 


John R. Maxwell, president of Maxwell Associates, Philadelphia 
agency, has received the special award of the American Water Color 
Society’s exhibit of painting at the National Academy of Design in 
New York for his semi-abstract “Structural Arrangement.” John 
Maxwell and his brother William organized the agency in Janu- 
oe 

John L. King, director of community affairs and secretary- 
treasurer of Station KIRO, Seattle, is back in a comfortable old spot. 
He has been appointed to a six-year term on the Board of Regents 
of the University of Washington. The appointment was by Gov. 
Albert D. Roselini. Mr. King served a previous term in 1946 under 
appointment by former Governor Wallgren, the last Democratic 
governor prior to Mr. Roselini. In naming Mr. King, Governor Ros- 
elini said: “Mr. King returns to the board with the widespread ap- 
proval of many educational and civic groups.”’. . 

William J. Tomko, ad executive with Weatherhead Co., Cleveland, 
has been appointed to the recreation commission in suburban 
Euclid. . . 

Lucile C. Wilson, public service manager of the C. E. Stevens Out- 
door Advertising Co., Portland, Ore., received the Sixth Army Cer- 
tificate of Appreciation at the March 28 meeting of the Women’s 
Adclub of Portland. Mrs. Wilson is a past president of the club. The 
award was made “in recognition of patriotic and cooperative spirit 
in support of the United States Army Reserve program,” and com- 
mended her support of the Army Reserve recruiting program. . . 

Arthur A. Kron, exec vp and treasurer of Gotham-Vladimir Ad- 
vertising, New York, sailed for Europe with Mrs. Kron a couple of 
weeks ago... 

Harold R. Deal, saies promotion supervisor for Tidewater Asso- 
ciated Oil Co.’s western division, in San Francisco, is the possessor of 
a diamond emblem, given him in recognition of 35 years with the 
company... 

Robert Barry, assistant to the president of J. Walter Thompson 
Co., New York, is a member of the corporations committee of the 
1957 campaign of the Greater New York Fund... 

Dan Lawrence, head of his own agency in San Diego, has a new 
6-lb., 9 oz. daughter, Angela Gay, born April 6... 

Susan Kay Delman was married April 14 to Robert Kenneth Ot- 
terbourgh, an editor with McGraw-Hill Publishing Co... 

Heningham Anne Duell, daughter of Charles Halliwell Duell, 
head of Duell, Sloan & Pearce, New York, will be married early in 
June to Lt. (j.g.) James D. Morgan. . . 

Marie Terotta and Gerard Roche, ABC-TV account exec, will be 
married April 27 in Old Forge, Pa., and will honeymoon in Ber- 
muda... 
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A REPORT TO ADVERTISERS AND AGENCIES 


; ON THE 1957 CONSTRUCTION MARKET ' 


° Condensed from Engineering News-Record’s 82nd Annual Report and Forecast issue (Feb. 21, 1957) . 


IN 1956... 


Heavy construction, riding the crest of its biggest boom, 
roared into 1956 with throttle wide open. On top of a 
30% rise in 1955, contracts started at a sizzling pace in 
1956 with a 32% increase during the first quarter. By 
mid-year, the “tight” money market slackened this pace 
to a still very healthy 21% increase over 1955. 


Despite this tapering off, heavy construction contrac- 
tors took on more new work in the second half of 1956 
than in any previous July-December period in history. 
And for the entire year they racked up a record $21.7 
billion in new contracts —16% more than 1955's all 
time high! 


OUTLOOK FOR 1957... 


Big as 1956 was, 1957 new business should top it— 
tight money or no. EN-R forecasts a 7% rise in heavy 
construction contracts to a new record of $23.1 billion. 
This includes an estimated 2.6-3.4% rise in the EN-R 
construction cost indexes. 


HEAVY CONSTRUCTION AWARDS FORECAST — 1957 
Contract awards reported by EN-R 
1956 1957 % Chg. 
Type of Work Actual Forecast 1956-1957 
) 
All heavy Construction $21,712 $23,125 +7 
Private 13,490 13,750 +2 
Public 8,222 9,375 +14 
State & Municipal 6,533 7,375 +13 
Federal 1,689 2,000 +18 
Public 
Waterworks 356 390 +10 
Sewerage 579 600 +4 
Bridges 622° 725 +17 
Highways 2,475 3,200 29 
Earthwork, irr., drain. 730 930 +27 
Building, Exc! housing 2,099 2,000 —5 
Housing 318 330 a 
Unclassified 1,053 1,200 +14 
Private 
Housing 5,307 6,050 +14 
industrial 5,335 4,800 —10 
Commercial 2,051 1,900 —7 
Unclassified 787 1,000 +27 
“Includes $10.4 million in private bridges. 
Note: Figures are in CURRENT DOLLARS. 1957 include estimated 3.4% rise in 
EN-R Construction Cost Index and 2.6% rise in EN-R Building Cost index. 


A $61 BILLION MARKET... 


The total construction market topped $60 billion for 
the first time in 1956. Of this, new construction ac- 
counts for $44.25 billion, according to U.S. Depart- 
ments of Commerce and Labor estimates. An additional 
$16.5 billion is estimated for 1956 maintenance and 
repairs. Altogether, these expenditures account for 15% 
of total U.S. output measured by Gross National 
Product. 


For 1957, a 5% rise in new construction to a new 
dollar record of $46.4 billion is forecast by the Depart- 
ment of Commerce and Labor. Adding maintenance 
and repair spending, items that are forecast at $17 bil- 
lion, the total construction market this year should set 


a new high of $63.4 billion. 
ee Viiond 
80 
70 


THE TOTAL MARKET 
t | 


Maintenance & Repair +— 

oe 4 
New Construction rd a 
Put In Place Ly, 

L Bs " 


Heavy Construction 


Forecast 
Contracts - 30 
~~ if / . a “ 
= z 20 


—— — 
— ail a8 
ae j Pe a 
a oa = ; . 
1925 1930 == «1935 1940 1945 1950 1955°56'S7 1960 1965 


PRESSURE BEHIND THE BOOM... 


The heavy construction contract boom continues to be 
supported by growing demands for new, additional and 
more efficient facilities. This planning for future con- 
struction, as measured by EN-R’s backlog of proposed 
heavy construction, has mounted steadily since the end 
of World War II. In every year since 1945 (except 1953 
and 1954), the dollar volume of construction contracts 
for this work has increased. As long as this backlog of 
work in the planning stage keeps rising, there is strong 
prospect of increasing contract awards. 


BACKLOG OF PROPOSED HEAVY CONSTRUCTION — 1955-1956 


Reported by Engineering News-Record, 
in millions of dollars, as of December 31 


PUBLIC WORKS PROJECTS PRIVATE PROJECTS 
1955 1956 1955 1956 

Waterworks $1,990 $2,229 industrial buildings $14,302 $16,139 
Sewerage 2,988 3,214 Comm'l buildings 15,767 18,210 
Bridges 2,682 2,954 Unclassified 9,067 9,288 
Earthwork, irr., drain. 11,293 11,416 Total Private 39,136 43,637 
Streets and roads 11,313 12,672 

Buildings 16,405 18 884 

Unclassified 7,246 9,244 

State and Municipa! 41,176 46,971 

Federal 12,741 13,642 Total Public and 

Total Public 53,917 60,613 Private $3,053 104,250 


MATERIALS AND EQUIPMENT... 


Expanded materials production capacity and scattered 
indications of lessening demand are improving the mate- 
rial supply outlook for construction contractors. The 
outstanding exception is steel, particularly fabricated 
structural steel. But even here suppliers are stepping up 
delivery rates. Cement capacity is up and new com- 
panies now making gypsum brings this field into good 
supply. Aluminum shortages have all but disappeared 
under the impact of sharply increased supplies and re- 
duced government stockpile. 


Record demand for new excavating and earth-moving 
equipment caused manufacturers’ shipments to soar 
30% in 1956. This year, a further 10% rise and a new 
record in dollar value is predicted for domestic ship- 
ments of equipment. Despite a continuing rise in equip- 
ment prices which should average about 4% in 1957, 
a check of 11 major equipment manufacturers shows 
that a 10% rise in demand is expected. 


CONSTRUCTION MATERIALS SHIPMENTS 
Percent 

died Material Source Unit 1956 = ‘55-56 

Fabricated structural bookings AISC thous tons 40132 +9 

Fabricated structural shipments AISC thous tons 3,205.5 7 

Reinforcing bars (net) AISC thous tons 2,460.0* +14 
Cement, Portiand 

Shipments Bu Mines mil bbls 310.0* +6 

Concrete pavement awards PCA mil sy “s6—9 
Lumber 

Orders NLMA mil fom 361260 —9 

Production NLMA mil fom 37,5030 —4 

Shipments = NLMA mil fom 36,3550 —8 

Orders (3/8 in. basis) OFPA mil sq ft 4990 44 

Production (3/8 in. basis) OFPA mil sq ft $1728 +6 
Clay construction products 

Brick, unglazed, common and face Bureau mil std bricks 6,870.0*° — 2 

Structural tile, unglazed of thous short tons 675.0* —19 

Vitrified clay sewer pipe Census thous shorttons §=18550*° — 1 
Aluminum wrought products (net) 

Sheet and plate, non heai-treatable Bureau mil Ibs 1,095.0° 4 

Wire and cable of mi! Ibs 300.0* 16 

Extruded shapes, soft alley Census mil Ibs 650.0* +2 
Asphalt products 

Roofing Bu of thous salessqs 60,080.00" — 4 

Siding Census thous sales sqs 1,230.0° —5 

*Estimated 


The report from which this message was condensed, 
was prepared by Engineering News-Record’s editorial 
staff of over 200 editors, reporters, correspondents and 
statisticians. For the complete report see Engineering 
News-Record, February 21, 1957. 12 page reprints of 
the complete report are also available on request. Write 
to Engineering News-Record, Rm. 1500, 330 West 
42nd Street, New York 36, N. Y. 


IN BUILDING AND CONSTRUCTION, IF YOU'RE IMPORTANT. YOU EITHER READ ENGINEERING OR YOU ADVERTISE IN IT, OR BOTH 


NEWS-RECORD 


ENGINEERING NEWS-RECORD ABP ABC * A McGRAW-HILL PUBLICATION * 330 WEST 42nd STREET, NEW YORK 36, N.Y. 
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Advertising Age, April 22, 1957 
| Brown Derby Chef on Tour C. 

| to Show Good Seasons Uses , ow up this summer, oud 
| General Foods Corp., Perkins di- . shone these WASHINGTON 
vision, Chicago, is promoting new y 
| uses for Good Seasons salad dress- 
ing mix by sending Robert Kreis, 
|former Brown Derby chef who 
originated the mix, on a demon- 
stration tour across the country. 
|The tour includes 21 cities and 

runs from April 15 to June 21. 
Chef Kreis will demonstrate how 
|}the mixes can simplify outdoor 
barbecue cooking when used in the 


preparation of sauces, brush-on 
|seasonings and marinades. 


Greggs Joins Electric Steel 

Gerald D. Greggs, advertising 
manager of Pacific Car & Foun- 
dry Co., Seattle, has resigned to 
become product divisions account 
manager of Electric Steel Foundry 
Co., Portland. The position at Pa- 
cific Car is not being filled im- 
mediately. 
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ON uP—This ad, one of a 

spring series celebrating Washing- 

|ton state, offers travel folders by 
coupon, 


Washington State 
Unit Opens Ad Push 
Aimed at Tourists 


Otympi1A, April 17—A _ spring 
|newspaper campaign that beckons 
western tourists to search out the 
natural and man-made attractions 
of Washington state and thus to 
lengthen their visit was laurached 
this week. 

The campaign is the first by the 
newly established Washington 
State Department of Commerce & 
Development, which came into be- 
ing April 1 with an appropriation 
of $1,500,000 for tourist and indus- 
trial development in the next two 
years. 

Headlines in one of the ads 
reads: “Come on up this summer 
and share these Washington won- 
ders with us .. .They’re thrilling 
to see, easy to enjoy.” 

Another ad in the spring series 
is headlined: “Look how easy it 
is to enjoy our state of Washington 
and share our many natural won- 
ders.”’ Major illustration here is a 
map of the state with a grid at 50- 
mile intervals—roughly an hour’s 
driving time. “Almost every hour, 
in either direction, brings some- 
thing to intrigue your interest, 

. perhaps challenge your imagina- 
Don Estey — Executive Vice President, Song Ad Film- Radio Productions tion,” the copy reads. 


. A travel folder, “Only Hours 


RES Se a) er sh 


+ Crone che eager hay as” 


, ; |Apart,” is offerd via a coupon. 
Don Estey is both a creative man and sales-management expert; The centerpiece of the folder is a 
one of a group responsible for the growing business-like relationships jlarge map portraying the many 
; ae : points of interest to be found in 
between Song Ad Productions and the advertising agencies we serve each of the 50-mile zones of the 
... another reason why more and more admen know: “we are professionals!” oe. 


| The spring series opened with a 
|900-line ad this week, and another 

Let Song Ad Productions prove its creative work will equal the professional standard being set by your agency. will run April 29 in 33 dailies in 
Arizona, California, Oregon, Utah, 

|Colorado, Idaho, Montana, British 


We're creating new successes every day— |Columbia and Alberta. The Paci- 
h = : , . ; ‘ |fic Coast editions of the Christian 
sharp... entertaining ...sales-wise animated and live action tv films | Science Monitor and Wall Street 
‘ and, of course, our famous musical commercials for radio. JOurads aise ave being used. 


How J. Ryan & Son, Seattle, is 
|the agency. © 
Ask a professional... Mr. Roy S. Durstine, president, Roy S. Durstine, Inc., New York | 
Three Join MacManus, John 
MacManus, John & Adams has 
Fill oa /named three to its New York of- 
e ai fice. They are John W. Nason and 
SOWC] Zi(i/s | m/ra IO bende yg copywriters, and 
rac. Edward J. Bravo, art director. Mr. 
PRODUCTIONS Nason formerly was with Foote, 
Cone & Belding; Mr. Nolan with 
Fletcher D. Richards Inc.; and Mr. 
Bravo with Cecil & Presbrey. 
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The New Yorker's attitude toward its readers has a lot 


to do with the results it produces for its advertisers. What 


is it? It is an attitude of respect” for their intelligence. 


*A publishing principle which has guided The New Yorker for thirty-two years. 
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Poets, Philosophers, Novelists Are ‘Great 
Salesmen,’ Asserts Poet-Copywriter Vellanti 


New York, April 16—Edward 
Angelo Vellanti got into the copy- 
writing business mostly because | 
of his unpublished poems. 

After an Army stint during the 
war, he showed up at Federal) 
Advertising, with the vague idea 
that copywriting had something to 
do with the insurance business. 

He showed a stack of poetry and | 
short stories to Capt. A. Beverly | 
Giddings, then copy chief at Fed- 
eral and now at Lennen & New- 
ell. Mr. Giddings made a proposi- 
tion: Mr. Vellanti would get $30 a 
week and six weeks to make good. 

At the end of three weeks, Mr. 
Giddings raised him to $35. Four 
years later, when he left for 
Young & Rubicam, Mr. Vellanti 
was dragging down more, much 
more. Y&R, incidentally, hired 
him on the strength of some un- 
published ads. 

Mr. Vellanti, whose intimates 
regard him as an earthy, offbeat, 
bizarre talent, with a personality 
to match, has written maybe 4,000 
poems. One collection he calls 
“Poems to a Faceless Nude.” He’s 
now working on a novel he calls 
“Thirteen First Chapters.” 


® Born in West New York, N. J., 
he made his first money via the 
shoe shine route. Later he sold 
pots and pans, sewing machines 


Edward Vellanti 


and vacuum cleaners, door-to- 
door. His take-home was about $12 
a week. He speedily migrated to 
Las Vegas when he learned a guy 
could pick up $20 a week there 
washing dishes. 

A lot of his literary efforts were 
laboriously penned between drying 
dishes, bartending, waiting tables 
in Vegas. 

After his trial spins at Federal 
and Y&R, the copy curve took 
him to Warwick & Legler, to Ken- 
yon & Eckhardt, then to McCann- 
Erickson and now to Maxon. At 
McCann he was senior copywriter 
on Coca-Cola. Now he works on 
some of Maxon’s top accounts. 

His roving has distilled some 
philosophy. Examples: “If some tv 
producers had to judge the Mona 
Lisa, they’d say, ‘For crying out 
loud, if the girl’s smiling, have 
her teeth showing’”; and “The 
sole talent of some art directors is 
based on their ability to call up 
photographers.” 


® About five years ago, Mr. Vell- 


his success stems from “the fact 
that I’m naturally unhappy, angry 
and dissatisfied.” In his view, the 
thing that’s wrong with the ad 
business is that “it’s up to its 
fanny in well-adjusted, happy, 
smiling members of the team.” 


® He believes that poets and phil- 
osophers and novelists are great 
salesmen. “They sell sex, religion, 
travel and war and peace more ef- 


fectively than the average copy- | 


writer sells soap.” 

He’s convinced that something 
he Calls “the fifth sex” is taking 
over the ad business. 

“They’re the copy and art peo- 
ple who put out stuff that is cas- 
trated of all feeling—stuff that 
doesn’t move anybody.” 

And he thinks some agencies 
make the mistake of wavering 
over a decision between paying for 


Advertising Age, April 22, 1957 


wall-to-wall carpeting or talent.|ing. The display uses brick-paper | ident, will provide brand identifi- 
“Too often,” he says glumly, “the|to simulate an outdoor fireplace| cation, plus better tie-up with 
carpeting wins out.” jand has a rustic sign reading | Mirro brand labels, and will avoid 
But, at 36, Mr. Vellanti has no | “Cook-Out Center.” Also featured! confusion with other companies 
intention of leaving the business. ‘is the slogan, “Serve Ritter | having somewhat similar sounding 
It’s in his blood. Besides, “Pen- | —you couldn’t be righter.”’ Blaine- | names. 
sions I don’t like, because ey | Themgeen Co., New York, is the) 
convince too many people that liv- | agency. |Airtemp Launches Campaign 
ing by bread alone is a Fine, No-| The Airtemp air conditioning 
ble Thing.” e Aluminum Goods Mfg. ‘division of Chrysler Corp. has 
Becomes Mirro Aluminum launched a radio and newspaper 
Ritter Sets ‘Cook-Out Stockholders of Aluminum|campaign to supplement regular 
Campaign for Summer Goods Mfg. Co., Manitowoc, Wis.,| dealer advertising in the New York 
P. J. Ritter Co., Bridgeton, N. J.,| have voted to change the name of metropolitan area for the pre- 
will run a “cook-out” campaign | the company to Mirro Aluminum | summer selling season. Daily spots 
this summer for its Ritter Deluxe | Co. The new name will become ef- on WMGM and on WNEW will be 
tomato ketchup, Farm Style relish | fective Dec. 31, 1957. The present | used in conjunction with advertis- 
and pork and beans. Picnics and| corporation name has been used/| ing scheduled for local newspapers. 
outdoor cooking will be featured | since 1909 following the merger of | The New York office of Grant Ad- 
in radio spots and newspaper ads|Manitowoc Aluminum Novelty vertising Inc. is the agency. 
jin 14 cities, and in insertions in|Co., Aluminum Mfg. Co. and New | 
|Family Circle, Parents’ Magazine | Jersey Aluminum Co. The com- | Maier Joins Blair-TV 
/and Woman’s Day. The promotion | pany makes Mirro, Viko, Worth-| H. W. Maier Jr., formerly an 
|runs from late April through July.| more and Comet cooking utensils account executive with Crook Ad- 
The company has also designed and toys and Mirro-Matic pressure | vertising Agency, has joined the 
a related item display for Ritter | pans and percolators. | Dallas office of Blair-TV, station 
| products and other food and non- The name change, according to| representative, as an account ex- 
| food products used in outdoor din- | W. F. Bugenhagen, company pres-' ecutive. 


Hlowover Lou treasure w/ 


anti started a sideline. He and his 
wife, Ailene, an artist, opened a| 
place called Hobby Heaven Cer- | 
amics. Ailene’s paintings have ap-| 
peared in galleries all over the) 
country, including the National | 
Academy. At Hobby Heaven, Mr. 
Vellanti dreams up the _ ideas;| 
Mrs. Vellanti does the sculpting. 

Out of this collaboration have 
grown a number of best-sellers, 
including a skunk bank. The skunk 
is holding his nose over an in- 
scription—“Make me stinking) 
rich.” All told, Hobby Heaven) 
boasts 62 original items. 

Mr. Vellanti, who came up with 
“Babies are our business—our only 
business” for Gerber’s baby food, 
among other notable lines, thinks' 


The Spokane Market is: 
4 times as big 
as it looks! 


It’s one of the West’s largest marketing areas 


Metropolitan Concept short-changes your sales estimates of Spokane 


Effective Income $1 922,915,000 
Total Spokane Market Retail Sales $1,287,109,000 
: Families: 344,000 (Population: 1,108,200) 
The self-contained 

Inland Empire The Spokesman-Review and Spokane Daily 

Chronicle reach 5 out of 10 families. 
Effective Income $1,186,915,000 
Retail Trading Zone* Retail Sales $ 760,054,000 
pel of the ie Families: 201,800 (Population: 645,100) 

0) ingest areas 

in the nation The Spokesman-Review and Spokane Daily 


Chronicle reach 8 out of 10 families. 


Effective Income $519,983,000 
Metropolitan Spokane Retail Sales $338,221,000 
Families: 87,500 (Population: 267,800) 

Hub and ing © ilies »pulatic 5 
of the Inland Empire The Spokesman-Review and Spokane Daily 


Chronicle reach 10 out of 10 families. 


Totals are cumulatve, Populahon, households, income, sales Sales M 
*24 complete counties shown. Latest dato, with of 


1957; C ABC Audit Report, Morch 31, 1956 
lable for parts of counnhes defined by ABC 


dati 
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Advertising Age, April 22, 1957 


Merchandising Ideas 


e As part of the National Hot Dog|num-coated hot dog or it may be 
Month promotion in July, Tee-Pak |cold cash. ... Frankly we don’t 
Inc., Chicago manufacturer of | have the courage to anticipate how 
skinless frankfurters, is sponsoring| summer will find us....A_plati- 
an advertising art contest in which | num-coated hot dog could turn out 
any advertisement which shows aj|to be a very handy item.” Entries 
hot dog—except hot dog ads them-|may be submitted to Tee-Pak or 
selves—is eligible. Lawrence J.|its public relations counsel, Daniel 
Cullen, manager of sales develop-|J. Edelman & Associates, Chicago. 
ment for Tee-Pak, which sponsors | 
the National Hot Dog Month pro-|e With plants and offices at two 
gram, said the ads can promote any | locations, Leeds & Northrup Co., 
products—from mustard to diesel Philadelphia, manufacturer of in-| 


engines—just as long as they show struments, controls and heat-treat- | 
a hot dog and appear between Jan. | ing furnaces, faced the problem of | 


1 and the end of August. 


|how to help a visitor select the | 


The contest is being announced | plant with which he should be} 


through a memo addressed to the | dealing. The company did not wish 


| 
| 


“VIP in charge of Earth Shaking|to put this information into two | 
Events” of approximately 1,000/ folders, fearing the folder for the | 


agencies. As to prizes, the memo|plant not being visited would be|single publication which would|either plant first. 
says: “The prize may be a plati-|lost. The problem was to design a| serve both plants, yet avoid putting 


WARM WELCOME—This three-fold double-purpose folder is being used 
by Leeds & Northrup to tell about facilities of both its plants. 


The problem was solved by what 


45 


| the company calls a four-panel 
\zig-zag-zig-zig folder. The panel 
lat one end reads “Welcome to 
North Wales,” and the other end 
panel welcomes visitors to Phila- 
delphia. The supply of publications 
for each plant is folded with the 
appropriate panel as a cover and 
linformation about facilities there 
| following. Cover panel for the 
\other location is tucked in as the 
| final “zig” fold. The pamphlet may 
| be obtained by writing J. M. Plum- 
mer, Leeds & Northrup Co., Phila- 
delphia. 


e Motorola Inc. is using an 80- 
page Bob Feller baseball book to 
build store traffic as part of its 
spring baseball promotion, spear- 
headed by Bob Feller on personal 
appearance tours conducting clin- 
ics for Youth Leagues. Motorola 
says the book, worth 50¢, will be 
given without charge to every child 
accompanied by an adult who visits 
a Motorola dealer. 


MONTANA 


WASHINGTON 


OREGON 


mat 


If you’re, measuring markets by metropolitan areas, better mark 
down the Spokane Market as an exception. Metropolitan data just be- 
gin to reveal the full strength of this vast, isolated market. And a look 
at the chart opposite tells you why. By any index you use—population, 
income, retail sales—the Spokane Market adds up four times as big 
as its metropolitan area. And coverage? That’s exceptional, too. For 
you sell it all when you “A” schedule Spokane’s two bigidaily news- 
papers—The Spokesman-Review and Spokane Daily Chronicle. 


THE SPOKESMAN-REVIEW 


- SPOKANE Daity CHRONICLE 


Advertising Representatives: Cresmer & Woodward, Inc. Sunday Spokesman-Review carries Metre Sunday comics and This Week magazine 2 families 


e Busy executives in the Windy 
City may begin receiving what 
otherwise might be direct mail 
pieces via armored truck and 
armed guards. A new service in- 
augurated April 15 by Thillens 
Checashers is offering trucks and 
guards to “deliver messages, re- 
ports, presentations, samples and 
trial offers as a novel, effective, 
psychological stunt.” 

Thillens Checashers, which nor- 
mally uses its 21 trucks and armed 
guard service to cash employe 
checks in Chicagoland factories— 
to the tune of 125,000 checks, worth 
$9,500,000, each week—found it 
had some truck time available. 
With its agency, Leo P. Bott Jr. 
Advertising, Thillens is working to 
open what it hopes is a new market 
for its service. 


e Pegged on the fact that Joe 
Branham, president of the Pepsi- 
Cola Bottling Co. of Tulsa, was 
a commodore in the Oklahoma 
Navy—a purely honorary posi- 
tion—elaborate boxed invitations 
were extended for the festivities 
revolving around the opening of 
Pepsi-Cola’s new $575,000 Tulsa 
plant this week. The boxes, which 
were delivered by messenger boys 
except for in a few out of the way 
spots where special delivery mail 
was used, housed a sea scene back- 
drop to which was affixed a Pepsi- 
Cola bottle containing a treasure 
map showing the plant’s location, 
and invitations to three parties. 
Cover of the box greeted the re- 
cipient with “Ahoy there” and his 
name. Credit for this merchandis- 
ing bit goes to Watts, Payne Ad- 
vertising. oo 


SPARK EVERY PROMOTION 


GLOSSY PHOTOS 


53-59 E. Illinois St. * Chicago 11, tl, 
Phone WHitehell 4-2930 
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The happy new force making people 


20 more, do more, buy more today is 


ine new active leis 


_..And the spirited leaders of this more- 
fun-and-fine-living age are Holiday’s 

readers. With incomes triple the national 
average, these 875,000 families are first 

to follow the many lively pursuits of pleasure 


...and look to Holiday to show them 


A CURTIS MAGAZINE 


the way. If your product gives 
people more leisure or more 


pleasure, it belongs in Holiday. 
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Earnings of Advertisers 
1956 Fiscal Year 


Company Sales Earnings Earnings a share 
1956 1955 1955 1956 1955 
Admiral Corp. ....... $ 182,046,168 $ 202,361,797 $ 1,037,274 $ 3,932,144¢ $ .44 $1.66 
Anchor Hocking 
Glass Corp. ........ 120,086,088 113,787,933 6,200,677 6.134818 418 4.13 
Anheuser-Busch : 278,581,€02 261.961,983 9,751,671 8,026,152 2.02 1.67 
Bigelow-Sanford Carpet 
ME. seawebidess+0 84,706,943 82,738,234 2,784,213 2.439.431 2.64 2.29 
Chesebrough-Pond’s : » * 3,038,691 2,970,643 5.53 5.42 
Columbia Broadcasting 
ee 354,779,843 316,572,766 16,283,462 13,397,437 2.17 1.83 
Corning Glass Works ... 163,053,554 157,663,837 18,432,753 18,626,671 2.72 2.76 
Eastern Corp. ........ 26,566,590 23,594,387 1,650,346 1,251,323 4.22 3.20 
General Electric Co. ... 4,090,015,685 3,463,734,419 213,756,849 208,908,054 2.46 2.41 
Gulf, Mobile & Ohio 
Railroad ..... a 84,092,375 83,758,950 5,093,337 6,853,693 4.01 5.93 
Gulf Oil Corp. ... . 2,339,714,892 1,895,669,830 282,658,087 218,063,510 9.54 8.19 
Johnson & Johnson .... 249,499,185 226,491,781 12,946,718 11,311,904 6.14 5.38 
Macfadden Publications 18,260,066 17,158,254 635,758 501847 ——'——’ 
McLellan Stores Co. 61,859,930 61,408,217 1,492,942 1,756,064 1.72 2.02 
National Dairy Products 
GU - stetdves veers 1,352,878,027 1,260,230,044 41,717,316 40,346,953 3.02 2.98 
Pittsburgh Forgings Co. 37,513,298 23,416,492 1,082,021 377,501 1.71 .60 
Radio Corp. of America 1,127,773,541 1,055,265,655 40,031,245 47,525,465 2.65 3.16 
| | eee 85,767,651 51,646,612 8,375,502 3,655,950 3.14 1.37 
R. J. Reynolds 
Tebaces Ce. ....... 957,366,846 866,425,772 61,912,680 53,267,637 5.91 5.05 
Rheem Mfg. Co. ....... 173,903,212 180,273,960 9,163,134 6,221,979 4.75° 3.15 
Schering Corp. ....... 54,553,704 45,960,056 10,624,778 8,291,865 6.04 4.71 
 § | aa 1,635,434,995 1,491,143,117 135,847,693 125,531,950 4.49 4.14 
Square O Ce. ........ 102,354,223 78,726,607 11,669,062 8,386,064 2.28 165 
Tidewater Oil Co. ..... 522,556,000 478,764,000 37,990,000 37,790,000 2.90 3.03 
Montgomery Ward & Co. 1,045,767,458 969,946,996 35,844,479 35,441,046 2.65 2.62 
Westinghouse Electric 
a sebesaussvecs 1,525,375,771 1,440,976,985 3,492,0614 42,802,747 -10* 2.46 
* Wyandotte Chemicals 
ah: . cictiseensnen 79,627,750 63,058,975 4,985,738° 990,140 3.13* .72 


* Before special charges of $1,650,000 providing for adjustments in U.S. contracts and taxes. © Not 
fd given. © Loss. ¢ Reflects adoption of LIFO method of inventory valuation. * Includes $550,000 from 
ale provisions set up for income tax adjustments for prior years. 


C&W Adds Guild | and marketing. The guild is an as- 

The Grand Rapids Furniture | sociation of furniture manufactur- 
Makers Guild has appointed Cun- ers in the Grand Rapids, Mich., 
ningham & Walsh, Chicago, to han- | area and also has more than 200 
dle its advertising, public relations| retailer members. 
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SELL YOUR PRODUCTS OR SERVICES 
WITH 


Product Personal 
Appearance 


Sy 


ad 


From wallpaper to wullets.. . from win- 
dows to washing machines .. . your prod- 
uct, your service, your sales story belongs 
in this outstanding merchandising medium. 
Here at the biggest Exposition in the East, 
a “live” audience of half a million custo- 
mers see, examine and buy. 

In this “Show Window of the East” 
you'll find unexcelled opportunities for 
PRODUCT PERSONAL APPEARANCE 
that pays off in more business for you. 


Write today for full details 
EASTERN STATES 


“ Exp 
SEPTEMBER 14-22, 1957 


or\ WEST SPRINGFIELD, MASSACHUSETTS 
—_ 


OGHOX SO 


a 
4 Le buy 
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Bates Names Douglass Senior 
VP; Adds Pinkham, Oloftson 

James C. Douglass, vp and direc-| 
tor of the tv-radio department of 
Ted Bates & Co., New York, will 
become a senior vp May 15. He 
will continue in over-all supervi- 
sion of tv and radio activities. 
Richard A. R. Pinkham, vp in 
charge of advertising of National 
Broadcasting Co., has been named 
to succeed Mr. Douglass as direc- 
tor of the radio-tv department 
May 15. 

Bates also has appointed Olaf 
Oloffson medical copy director on 
the Wallace Laboratories account. 
Mr. Oloffson formerly was vp and| 45 
scientific director of Cortez F. En- 
loe Inc., New York ethical drug 
agency. 


totth handeome Plaid Pouch 17 * 


‘Vicksburg Herald’ Suspends 
The Herald, Vicksburg, Miss., 


CUSTOM-BUILT 
FOR YOUNG MEN 


WORLG'S FUE) AND OMY LECTEN GHavER 
OPEL AL y EONEERED AMO OE RONED FOR YOUID Mme 


FOR YOUNG MEN—Schick will break a print campaign in the May 6 
Life with this color spread to introduce its new Varsity shaver. 
Warwick & Legler, New York, is the agency. 


(2.29 Danse ‘sees oem * O2 Pere. Vegy 


SCHICK 


FOE EO OOTERT omar ins 


92-year-old morning newspaper, | 


has ceased publication. Rising pro- | lisher, said. The Vicksburg Post, | publication, and a Vicksburg Sun- 
the| an evening daily also owned by | day Post will replace the Herald’s 
move, Louis P. Cashman Sr., pub-| the Cashman family, will continue Sunday edition. 


duction costs necessitated 


FOR YOUR READY-REFERENCE in media-planning, John 
Blair & Company has developed a new Saturation Calculator. At a 
glance it shows time-costs of Saturation Spot Radio in any number 
of major markets up to 100. If you haven’t received it yet, write or 
phone your John Blair office for a copy. No charge, of course. 


a senvice OF Gi) 4)1)) 
& Company 


JOHN 
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Soft Drink Bottlers 
Code Submitted in 
Pennsylvania House 


HARRISBURG, 
soft drink bottlers’ code has been 
introduced in the Pennsylvania 
house of representatives to regu- 
late the manufacture and sale of 
non-alcoholic beverages in the 
state. 

Reps. John H. Light, John R. 
Gailey Jr. and Clarence G. Stoner 
co-sponsored the bill. Rep. Stoner 
is a 7-Up bottler in Harrisburg. 

Registration of all non-alcoholic 
drinks (except undiluted concen- 
trated fruit or vegetable juice) 
with the state secretary of agri- 
culture would be required before 
they may be sold in the state. All 
bottlers and importers also would 
have to register. Bottling plant 
license fees would be $50 a year. 
The bill also provides a $5 annual 
fee for each brand of drink sold 
through vending machines. 


April 16—A new) 


| Details of permitted ingredi- 
}ents are spelled out at length in 
|the proposal, and use of bottling 
|plant equipment and sanitation 
‘provisions also would be written 
into the code. 

The proposal was referred to the 
House committee on public health 
and sanitation. * 


\‘Playbill’ Advances Two 

Alexander H. Carver Jr., for- 
merly a senior member of the sales 
|staff of Playbill Inc., New York, 
has been named vp and director of 
sales. Mr. Carver succeeds William 
R. Appleby, who resigned earlier 
this year. Thomas A. Steinfeld, vp, 
has been appointed associate pub- 
lisher. Playbill was sold last No- 
vember by Richard M. Huber to 
Producers Theatre Inc. A. William 
J. Becker III is president and 
chairman, and Gilman Kraft is 
publisher. 


Ketchum, MacLeod Boosts 3 
Ketchum, MacLeod & Grove, 


| Pittsburgh, has promoted Eugene | 275%. 


F. Hunt from a copywriter to su- 
pervisor of the copy department. 
The agency also has advanced 
Bernice G. Preisser from a copy- 
writer to an account executive and 
David J. Rennie from an assistant 
account executive to an account 


0 |New BofA Group 


HeADAcHE ? Seeks Standardized 
))) § Color Reproduction 


New York, April 17—A commit- 


tz , 
<2, 


executive. Ni A; Wa tee whose aim will be “to seek 
ic & ey . . ; : 
— ( (Z HA ways of assuring more uniform re- 
Three Stations Join ABC mass NS . | production of color” by newspapers 


WLW-I, Indianapolis, which be- | 
gins operations in September, will 
become a primary affiliate of ABC | 
Television Sept. 14. KETV, which | 
goes on the air in Omaha in Sep- 
tember, also will affiliate with 
ABC-TV. WHTN, Huntington, W.| 
Va., radio outlet, has affiliated 
with ABC Radio, replacing WSAZ, 
which has switched to NBC. 


has been set up by the Bureau of 
Advertising, American Newspaper 
Publishers Assn. 

Vernon R. Spitaleri, research di- 
rector of Knight Newspapers, has 
been named chairman of the tech- 
nical committee on newspaper 
reproduction. The committee in- 
cludes Charles L. Andrews, of the 
Nashville Banner & Tennessean; 
O. M. Harper, of the Tulsa Trib- 
une and World; J. E. McMullen, of 
the Milwaukee Journal, and Fred 
Shafer, of the Chicago Tribune. 
| “Variations in advertising repro- 
| duction between cities,” said Rich- 
|ard L. Jones, bureau chairman, in 
announcing the committee, “is 
presenting a problem to the adver- 


EYESTRAIN...may ox rns cause 


A large f ge of fessi 
headaches is caused by 
eyestrain, which takes a 
tremendous toll in damage 
to the eyes and in time lost 
from your work while suf- 
fering. Protect your pre- 
cious eyes with a complete 


P 1 examination 
regularly — at least once a 
year. When glasses are 
needed, have them fitted 
scientifically — exactly 
Don't guess—be sure... 
see your local Ophthalmol- 
ogist or Optometrist soon. 


A PUBLIC SERVICE PROGRAM /| LANGLEY 
LABORATORN 


Film Co. Income Jumps 
Net income for National Tele- 
film Associates, New York, in the 


SERVICE—Missouri Optometric Assn. 
likes Langley Laboratories’ public 


~ , : - service newspaper series so well | 
six-month fiscal period ending | pap 


Jan. 31, 1957, reached $508,631, | that it has presented the company 

against $135,813 for the same peri-| with a public relations award. Wal- 

od in the previous year, a gain of | ter L. Johnson Associates, Kansas 
City, is the agency. 


percietence to melt calee reeistance 


and these major-market stations have established 
rates providing effective repetition at low cost 


Repetition has long been recognized as 
basic to advertising success. 

But in most media, the price-tag on 
frequent repetition has zoomed into the 


stratosphere. 


So today, when the plans-board asks: 


Within budget limits, 


effective repetition into our media- 


strategy? ... 


The sound answer is—SPOT RADIO. 

For only in Spot Radio can most adver- 
tisers afford repetition at the effective 
level known as Saturation. 

Through Saturation, 
repeated so frequently and so emphatically 
that it reaches all your customers—reaches 


OFFICES NEW YORK + CHICAGO + BOSTON . DETROIT . ST. LOUIS age “. a curved, nneenee jointly 
, e National Retai 
B LAI 4 ATLANTA . DALLAS . LOS ANGELES + SAN FRANCISCO «+ SEATTLE Association and the Folding Paper 
x Association. 
© COMPANY . fhe wae is typical of gas of 
. . " elpful information you'l nd in 
Exclusive National Representatives for every issue of ADVERTISING RE- 
NTS—t t 
New York....ssssss0+sWABC Minneapolis-St. Paul... WDGY —Birmingham............WAPI  Wheeling.......+++++WWVA magazine that side evarylhion a 
* : ee ee ee WSM adman must do except buy time or 
Chicago. veccccccccees .-WLS _ Providence.......... --WPRO = Columbus.......... ++» WBNS Nashville caaae. 1 poten oh a tetceniel fo 
Philadelphia............ WEIL Rs wseseccccaceudd KING ere KTSA Binghamton........+ . » WNBF we eape ge 7 —— 
’ ising—clip this ad, attac to your 
ee WXYZ PDs sc eccewess ...KTRH WOM cassisesascbe . WFLA POND sc cccsccecveccace . KFRE Soianen letterhea we mail today 
Boston........ .»-WHDH = Cincinnati............ WCPO es. Albany-Schenectady- WOME sis 6 ci vessccdeed KFH me 2 a zon Mag a eee trial starting 
San Francisco.......++++ KGO __— Kansas City............ WHB TOY cccdscvcccscce WTRY  Tulsa..... evecvereses -KRMG Naturally, you must be satisfied or 
Pittsburgh.........++ .wwsw PORE ccccccscccccse WQAM Mem@litesccccccecess -WMC Orlando........ese005 WwDBO your money back. 
er rere ere KXOK New Orleans.......... WwoDSU PRN. 5.600 on tn dyee ~.KOY  Savannah............-. WSAV Advertising Requirements 
Washington........+ WWDC Portland, Ore.....-.+-. KGW = Omaho.............. WOW Wichita Falls- The pagh nn of — 
r a ‘ , janagemen 
BalNmOO. sc cccccccccse WFBR cb coscecsace .WKLO Jacksonville........... . WJAX Amarillo....... KWFT-KLYN 200 E. Illinois St., Chicago 11 
Dallas-Ft. Worth..... KLIF-KFJZ §Indianapolis............ WisC = Knoxville........ seeeeWNOX  Bismarck........0000% . -KFYR 


how can we build 


your selling-idea is 


them again and again until your selling- 
idea becomes their buying-idea. 

Because Saturation in Spot Radio pays- 
off for the advertiser, Blair-represented 
stations have established attractive rates 
on saturation-schedules. 

And John Blair & Company has devel- 
oped the new Saturation Calculator, shown 
at the left. At a glance it shows how many 
major markets can be covered with a spe- 
cific budget —how often—and for how long. 

A call to the nearest John Blair office 
will bring your copy of the Calculator— 
and detailed information on methods of 
applying the full power of Repetition in 
reaching your sales-goals for 1957. 


tiser and the agency that is under- 
standably bewildering. 


s “In two known instances, irreg- 
ularities in reproduction have 
caused the cancellation of two na- 
tional advertising campaigns which 
|represented a sizable and impor- 
tant industry appropriation. Hence, 
jthe new committee has been 
| formed to seek ways to standard- 
ize and correlate the many ele- 
ments that contribute to sharp and 
clear reproduction.” 

The committee will work with 
both advertising agencies and 
newspaper managements. e 


Hegarty Writes Sales 
Presentation Book 

“Making Your Sales Presentation 
Sell More” is another book for the 
salesman by Ed Hegarty. This time 
he is concerned with the sales 
presentation, or what the salesman 
does when he is in the presence 
of the customer. 

Mr. Hegarty is currently a sales 
consultant following a number of 
years as a sales training director 
of Westinghouse Electric Corp. His 
new book is published by Mc- 
Graw-Hill; it has 302 pages, sells 
for $4.95. 


McCain Joins Alfred Politz 

Darrell McCain, formerly with 
Ted Bates & Co., has joined the 
staff of Alfred Politz Research, 
New York. 


What Can 
Packaging Do 
For Your Sales? 


Plenty! And here are seven impor- 
tant, you-ought-to-use-them ways 
in which creative packaging can in- 
crease your sales and reduce your 
costs. 

Read all about it in the May issue 
of ADVERTISING REQUIRE- 
MENTS. This report explains the 
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Weeklies 


THE AMERICAN WEEKEND 
U.S. COAST GUARD MAGAZINE 
THE MILITARY MARKET 
ARMY-NAVY-AIR FORCE REGISTER 


ee ere ££_ fe) i Howe!! |naugurates 
Army Times, Air Force Times and Navy Times 
reach a youthful market of the millions in 
the U. S. Armed Forces whose median age 
is only 22.9 years and whose annual consumer 
buying power exceeds 9 billion dollars. 


Available in U.S. Editions, Pacific Editions and/or European Editions 


Let us show you how you can get the most advertis- 
ing results in the $38 Billion Military Market ($9 
Billion annual spendable income of U.S. Armed Forces 
personnel; $29 Billion spent annually for military 
procurement). Our nearest office will supply sample 
copies, rates and market data book, ‘““Timely Facts.” 


ARMY TIMES PUBLISHING CO.: 2020 M St., N.W., Washington 6, D.C. 
U. S. OFFICES: Charleston, S. C., Chicago, Detroit, Honolulu, Los 
Angeles, Miami, New York, Philadelphia, San Francisco 


FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


Cooperative 5-for-5 Plan 

Bell & Howell’s new cooperative | 
ad plan, which runs through June | 
|30, can enable dealers to recover | 
|more than 100% of their ad costs, | 
B&H says. To qualify for his ad- | 
vertising allowance under the 5- 
for-5 plan, the dealer runs any five 
| ads from a new mat selection; puts 
|in a B&H window for at least three 
weeks of the period covered, and 
sends tear sheets and a photo of 
the window to B&H. The dealer 
thereby gets an August billing 
credit of 5% of the net purchases 
| of eligible equipment made during 
April, May and June. 


WSOC-TV Names Two 
WSOC-TV, Charlotte, N.C., has 
appointed Russell McElwee a sales 
executive and Fritz Gibson Jr. to 
its sales staff. Mr. McElwee for- 


merly was an account executive ~~ 
Mr. 


|WXEX-TV, Richmond, Va. 
|Gibson previously was assistant 
|market development manager of 
| National Brewing Co. 


ae ae 
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Channel 4, Nashville, Tenn. @ NBC-TV Affiliate@ Clearly Nashville's #1 TV Station 


WSM-TV's sister station 


Wi 


‘ 
<b 18) 


~- 


WSM-TYV to be the number one station in the Nashville market. 


WSM-TV 


medium that covers completely the rich Central South marke. 


For facts and figures, ask Irving Waugh or any Petry man. 


IRVING WAUGH, Commercial Manager e EDWARD PETRY & CO., National Advertising Representatives 


= Cloar Channe! 5 )-watt WSM Radio =-is the only single 
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To Ba-n an-a 
No matter what yardstick you 


use ... programming, public service, audience loyalty, sales ability ... you'll find 
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How's this for 
cartooning, Frite ' 


Tom, you're better 


at drawing beer! 


_jor the Fi \ OF tt’ 


Gettelman 


Pretest pee Meee tA eee Oe-my oe 


| JUST FOR FUN—“Tom ’n’ Fritz” Get- 
| telman, real brothers who head A. 
Gettelman Brewing Co., Milwau- 
kee, will star in a new cartoon 
series for the company’s beer. The 
campaign, reminiscent of Piel 
Bros.’ Bert and Harry drive, was 
| created by Hoffman & York, Mil- 


| waukee. 
| 


TT California 


Edison Sets Push 


for Electric Ranges 


Los ANGELES, April 16—South- 
ern California Edison Co. has 
launched a drive to increase its 
electric sales by helping electric 
range dealers to increase their 
sales. 

The company has held eight 
dealer meetings in its service ter- 
ritory. An average of 200 dealers 
attended the meetings. 

Company officials outlined a 
broad advertising program in mag- 
fons newspapers, outdoor and 
radio. Most of the major manu- 
facturers of electric ranges are ex- 
pected to cooperate with the elec- 
tric company in its ad drive. 


\s Advertising will concentrate on 
| the theme that cooking done elec- 
| trically tastes better than cooking 
by flame. Flameless cooking, the 
lads will point out, means “more 
| juice in the meat.” 

| Dealers were urged to stop wor- 
| rying about the “wiring bottle- 
pred and concentrate on selling 
| electric ranges. 

“Wiring has become an obses- 
sion with the dealer and the manu- 
|facturer as well,’”’ Harold Moore, 
Edison’s general sales manager, 
told the dealers. “We are all guil- 
ty of talking about the ‘wiring bot- 
tleneck’ endlessly. This is talking 
against our own self interest. 

“Many of us have seen the 
plumbing industry sell the entire 
nation on having multiple bath- 
rooms in each house. Each and 
every one of those bathrooms had 
|to be plumbed and plumbing is 
|; more expensive and more difficult 
|to install than wiring. Never once 
have I heard a representative of 
the plumbing industry mention a 
|‘plumbing bottleneck.’ They just 
sell bath tubs and fixtures. Of 
| course, they have to be plumbed.” 

Mayers Co. is the agency for the 
| company. « 


| 

|Newborn Joins Gilman 

| Alan D. Newborn, formerly with 

the New York Herald Tribune, has 
joined the New York sales staff of 
Gilman, Nicoll & Ruthman, pub- 

| lishers’ representative. 


‘Life’ Promotes Rubens 

| Charles Rubens, formerly assist- 
ant food ad manager of Life, New 
York, has been promoted to food 
advertising manager of the mag- 
azine. 
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MGM-TWYVv 


A Service of 
Loew's Incorporated 


VIRGIL “BUZZ” ELLSWORTH 

Director of the Commercial and 

Industrial Dept 

MGM Studios, Culver City, Calif. TExas 0-331! 


RICHARD A. HARPER. General Sales Manager 
701 Seventh Avenue, New York 36, N. Y. JUdson 2-2000 
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‘Merle Thompson, lanta Constitution in 1932 as ad- 


vertising and promotion manager. 


ict | Atlanta Agency In 1940 he became advertising di- 


|rector of the Haverty Furniture 
7 Cos., a 35-store group of southern 
Exec, Dies at 57 ee 
| ATLANTA, April 16—Merle A.| With Warren Bearden and 
(Tommy) Thompson, 57, widely|Norman Frankel he formed the 
| known advertising executive, died |Bearden-Thompson-Frankel Ad- 
of a heart attack early today while | vertising Agency in 1952, later be- 
driving his automobile to work. | coming exec vp of the Bearden- 
P Mr. Thompson, who was exec vp |Thompson-Frankel & Eastman, 
In the independent Northeastern } of Bearden-Thompson-Frankel & Scott Advertising Agency. 
Wisconsin Market, goods and |Eastman, Scott, Atlanta, began his| Mr. Thompson was a member of 
services move to 200,000 people = business career as a reporter on|the board of the Atlanta Advertis- 
through a single medium reaching the Indianapolis Star in 1918. Later | ing Club. 
over 39,000 homes every day! | he became associated with the Rus- 


leo 3. Seeds | 
All business is local . . . so K M. Seeds Co., Chicago. WILLIAM A. POWERS 


He came to Atlanta in 1921 with | : Ni 
16—Wil 
ore newspapers. the Johnson-Dallas Advertising| , NEW Yous, April, 16—William 


iN EE ; ol | A. Powers, 65, vp, art director and 
Full color available. Agency and later joined the At- 


lanta-Georgian American in adver- | manager of the Now Ferm ettise of 
GREEN BAY tising and promotional work. In| the Ralph H. Jones Co., Cincinnati 


rs a . advertising agency, died April 11 
P RESS - G AZ ETTE wad he pater the Editor & Pub- in Columbia Presbyterian Medical 
GREEN BAY, WISCONSIN yet award rd the Georgian-| Center as a result of complications 
| American for circulation promo- caused by a tumor. He had been ill 

tion. , since December. 

After a stint as promotion man-| Born in Cleveland, Mr. Powers 
ager of the New York American, | studied art there and joined the 
he became associated with the At- | Jones agency in 1920. He left in 
1922 to do free lance art work 
jhere, and a few years later be- 
came art director of the former 
Winston, Sullivan Co., which later 
became Sullivan, Stauffer, Col- 
well & Bayles. From 1927 to 1931, 
Mr. Powers was an art director 
with Batten, Barton, Durstine & 
Osborn. He rejoined the Jones 
agency’s art department in the 
latter year and was named art di- 
rector in 1949. In 1952 he also be- 
came vp and manager of the 
agency's office here. 


EDWARD HERRICK 

New York, April 16—Edward F. 
Herrick, 45, secretary of the Ad- 
vertising Research Foundation, 
died April 10 at his home, pre- 
sumably of a heart attack. He had 
been at his office the day before, 
apparently in good health. 

Born in Uxbridge, Mass., Mr. 
Herrick was graduated from Bos- 
ton University in 1933 and began 
his newspaper career as a report- 
er on the Patriot-Ledger, Quincy, 
Mass. He was made assistant man- 
aging editor the following year. In 
1936 he joined the United Press as 
New England assistant manager. 
In 1939 he became regional public 
relations and publicity manager 
for the New York, New Haven & 
Hartford Railroad Co. 

Mr. Herrick joined the Advertis- 
ing Research Foundation in 1945. 
He served as secretary of various 
| committees and as project manager 
until 1952, and was responsible for 
the preparation and publication of 
105 newspaper, farm and business 
paper studies, as well as studies of 
transportation advertising. He was 
elected secretary of the foundation 
in 1952. 


ARTHUR W. LEVY 


New York, April 16—Arthur 
W. Levy, 56, associate sales man- 
| ager of International News Photos, 
died April 10 in Mount Sinai Hos- 
| pital after a brief illness caused by 
a heart attack. 

One of the best known men in 
his field, Mr. Levy began his career 
in 1920 with Wide World Photos. 
He joined INP in 1923 as news 
editor and became managing edi- 
tor in 1943. In 1949 he transferred 
his activities from editorial to 


* sales d was named arketi 
Better papers are made with Cotton Fiber director of aun. tis wae ade oo. 
sociate sales manager two years 
ago. 


| WILLIAM STAPLETON 

West HAVEN, Conn., April 16— 
William Stapleton, 74, former 
ments of the paper-making art. Don’t compromise quality or performance. Choose publisher and editor of the News- 
cotton fiber papers. They add so much to effectiveness . . . so little to cost. ' Record, West Haven, at one time 
YOUR SUPPLIER KNOWS. ... why papers made of cotton fiber (25¢7 mini- associated with numerous news- 
mum to 100% in the best grades) perform better in a variety of uses. Ask him papers in Connecticut and Massa- 
about cotton fiber business and social stationery, indexes, ledgers, onion skin and chusetts in various capacities, died 
drawing, tracing, blue print and other papers. PAPERS April 5. He was apparently felled 
by a heart attack while waiting 


“d “ for the morning paper in the car 
*LOOK FOR COTTON” OR RAG” IN THE WATERMARK OR LABEL of his son, William. 


Phil A. McClosky, Manager, General Advertising 


NORMAN ROCKWELL: “In an illustration... just as in a letter... paper is basic, It’s expressive. If it is carefully selected it can contribute 


much to the total eflect.”—1'r. Rockewell’s Auman interest iiusiration ¢ long been family favorites throughout America 


Through the years papers made of cotton fiber have been symbols of prestige. 


And for good reason. This special fiber is responsible for the exceptional beauty, 
strength and permanence these papers possess. The unique processes and equip- | 
ment used in making cotton fiber papers represent one of the proudest achieve- 


GCotton Fiber Paper Manufacturers, 122 Fast 42nd St., N.Y.C, 
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The Bulletin gives you 


-R.O.P. spot and full COLOR 
in Philadelphia— 
seven days a week! 


Advertisers add sales when they add color to their messages in the 
thriving 14-county Greater Philadelphia these days. And The Evening 
and Sunday Bulletin—Philadelphia’s home newspaper—provides 


R.O.P. spot and full COLOR—seven days a week! 


Home is where buying begins. The Bulletin goes home. . . delivers 
more copies to more people every seven days in Greater Philadelphia 
than any other newspaper. Philadelphians like The Bulletin. They 


buy it, read it, trust it and respond to the advertising in it. 


Advertising Offices: Philadelphia, 30th and Market Sts. * New York, 342 Madison Ave. 


Chicago, 520 N. Michigan Ave. Representatives: Sawyer Ferguson Walker Company 


o 
in Detroit + Atlanta * Los Angeles * San Francisco * Seattle 


In Philadelphia nearly everybody reads The Bulletin 
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R.O.P. Campaign Starts 
ACTION IN LANSING 


“When one of the manufacturers we represent 
tells us he has a newspaper schedule for Lan- 
sing, we get on the move. The grocers in our 
capital city respect The State Journal, and when 
a campaign breaks we can depend on extra pro- 
motion from them. So it’s important that we get 
out and merchandise our Journal advertising, 


and it’s nice to know that the paper will help 
us with the job.” 


LANSING 


MICHIGAN 


—————-— 


Mr. Frank Phillips 


Phillips and Pfeifer (Food Brokerage) 
Grand Rapids, Mich. 


Member of Federated Publications 


Capital City 
of Michigan 


REPRESENTED NATIONALLY BY 
SAW VER-FERGUSON-WALKER COMPANY 


TV Writer, ‘N. Y. 
Times’ Critic Win 
Peabody Awards 


New York, April 18—The New 
York Times’ tv critic and a script 
writer were among those honored 
by George Foster Peabody Awards 
here this week. 

The Times’ Jack Gould received 
an award for encouraging higher 
standards within the industry. The 
first tv writing award ever in- 
cluded on this annual list went to 
Rod Serling for his “Playhouse 90” 
teleplay, “Requiem For a Heavy- 
weight.” The 90-minute drama was 


| presented on CBS-TV by several 


advertisers. 
Presentation of the 1956 awards 


| took place at a meetirg of the Ra- 
|dio & Television Executives Soci- 


ety here. 
In addition to “Playhouse 90,” 


e “Ed Sullivan Show” 
other winners were: 


(Lincoln- 


Advertising Age, April 22, 1957 


Mercury, CBS-TV)—television en- 
tertainment. 


e “You Are There” 


(Prudential 
Insurance Co. of America, CBS- 
TV)—television education. 


c “World In Crisis” (CBS-TV)— 


public service. 


e “The Secret Life of Danny 
Kaye” (Shulton and Pan American 
World Airways, CBS-TV)—tv pro- 
motion of international under- 
standing. 


e John Daly and ABC for their 
coverage of the national political 
conventions (Philco Corp.)—tv 
news. 


e “Edward P. Morgan and the 
News” (AFL-CIO, ABC)—radio 
news. 


e “Bob (Elliot) & Ray (Gould- 


ing)” for their comedy on Mutual 
and on NBC’s “Monitor”’—radio 
entertainment. 


e “Youth Wants to Know” (NBC) 
—television youth and/or chil- 
dren’s programs. 


THIS twin 
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Teaeipaper first! 
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Mr. and Mrs. St. Paul and family really love to 
P eat! Before they push away from the dinner table 
“ for the last time this year, they'll spend $127 mil- 
lion on food alone . . . and that represents a pretty 
tidy total of piled-high pushcarts! 

But before they turn up at their grocers” they 
turn to the pages of the St. Paul Dispatch-Pioneer 
Press to do some pre-store “shopping.” According 
to the 1957 Dispatch-Pioneer Press Consumer An- 


RADIO—0.3% 
COUPONS—4.9% 


Here’s the way they rated the media: 


NEWSPAPERS 71.7% 
MAGAZINES—3.2 


TV—7.9% 


DIRECT MAIL—126 


So there’s the story. To dish yourself up a big 
helping of sales in the St. Paul Market, tug at the 


alysis Survey, 71.7% of the grocery shoppers in 
the St. Paul Market* give newspaper advertising a 
thumping pat on the back as “the most helpful in 
buying food products!” 


purse strings and appeal to the appetites of our 
486,100 people through the pages of the ONE 


AND ONLY newspaper to blanket every prosperous 


inch of the whole market . . 


Pioneer Press! 


FAMILY COVERAGE 


(Romsey, Ooktota end 
Washington Counties) 


46.1% 


76.8% 


87.5% 


$T = DISPATCH. 
PIONE — 
16.7% 
Re TWIN 
CITY DAILIES 


MORNING EVENING 


Survey of Buying Power 


Source: Families, May 10, 1956 Sales Management 


SUNDAY 


Rene: -Pioneer Press A B.C. 3/31/56 


T. C. Dailies ABC. 3/31/56 


$T. h PAUL 


p DISPATCH 


NEWSPAPER 


REPRESENTATIVES 


. the St. Paul Dispatch- 


Ramsey, Dakota and 
Wasntington Counties 
Source: May 10, 1956 
Sales Management Survey 
of Buying Power 


RIDDER-JOHNS, INC. 
NEW YORK - CHICAGO - DETROIT 
SAN FRANCISCO -LOS ANGELES 

ST. PAUL - MINNEAPOLIS 


e “Books in Profile’ (WNYC, 
New York)—radio education, 


° “Little Orchestra Society Chil- 
| dren’s Concerts” (WNYC, New 
| York)—radio youth and/or chil- 
|dren’s programs. 


e “Regimented Raindrops” 
| (WOW, Omaha, Neb.)—radio-tv 
| local-regional public service. 


e United Nations Radio & Televi- 


|sion—promotion of international 
understanding. - 
| 

Hands-Across-Sea 


Staff Swaps Set by 
B&B, British Agency 


Lonpon, April 16—Lambe & Rob- 
inson, a leading British agency, has 
announced the start of a transat- 
lantic exchange program with Ben- 
ton & Bowles. 

Under the plan, Benton & Bowles 
executives will come to London to 
serve with Lambe & Robinson and 
executives of the British agency 
will go to New York to serve with 
B&B. 

The first arrival here under the 
program is George Beaumont, who 
|formerly handled Procter & Gam- 
ble accounts for B&B in Canada. 

The scheme is linked with Proc- 
ter & Gamble, as both agencies 
handle P&G accounts. 

John Cuff, managing director of 
Lambe & Robinson, denied that 
i\there will be any financial links 
|between the two agencies. 


FILM MAKER SETS 
OVERSEAS OFFICE 


New York, April 17—California 
|National Productions Inc., film- 
|producing subsidiary of National 
Broadcasting Co., is moving into 
the overseas field. 

CNP is setting up an office in 
London, to be headed by Gerald 
Adler, formerly coordinator of tal- 
ent and program contract opera- 
tions at NBC. Mr. Adler will leave 
| for Britain in June. 

In announcing this move, Robert 
D. Levitt, president of CNP, said: 
“We anticipate much increased ac- 
jtivity in Great Britain and the 
European continent soon—not only 
as a source of television film pro- 
duct but also as a market for 
these and American-made pro- 
| gramming.” - 


World Trade Book Published 

| The 1957 World Trade Data 
| Yearbook has been published by 
py Digest, New York, and 
is available from the publisher for 
‘$1 a copy. The Yearbook presents 
in chart form 60 pages of informa- 
| tion on mail, telephone, radio and 
cable message rates and regula- 
| tions, overseas buying agencies in 
the U. S., U. S. companies which 
finance exports, international ad- 
vertising media and other infor- 
mation. 
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a een 


| as young and 


a even more determined than 
her mother was to make good 


at three-meals-a-day. 


Which explains both the 
Good Housekeeping approach 
and the vital hold the food 
pages of this magazine have on 


a new generation of readers. 


Good Housekeeping has the 
Institute. And the Institute 
cares enough about each young 
reader, for example, to bake 
377 cakes to test a claim fora 
new method, a new shortening, 


before it is recommended! 


That's why, when she reads 

her favorite service magazine, 
this young housewife has a 

100% guaranty ... every product, 
claim, statement, whether 
editorial or advertising, has 

been examined and checked by 
the very same Institute her 
mother and her grandmother 


trusted! No wonder she’s 


so sure 

when 

Good 
fousekeeping 


SAYS SO 


<auet of r REFUND op 


S the buying guide 
"Guaranteed by . | 
Good Housekeepin of 31,000,000 women 
\2er as Adventistd wee (Crossley) 


GOOD HOUSEKEEPING « A HEARST MAGAZINE 
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2 Chicago Financial 
Editors Rip Poor 


P.R. Practices 


Cuicaco, April 16—Inept public 
relations men were criticized last 
week by the financial editors of 
two local newspapers at a meeting 
of the Public Relations Clinic—a 
club of public relations men repre- 
senting large companies in this 
city. 

William Clark, financial editor 
of the Chicago Tribune, pointed 
out that many pr men are over- 
looking the basic and practical ele- 
ments of news stories. 

“There is an increased emphasis 
being placed on the academic ap- 
proach in public relations,” Mr. 
Clark said. “I think this is fine if 
this approach is not accompanied 
by a decrease in practical consid- 
erations.” 

It is impossible to arrive at a 
standard design for the news value 
of any story, Mr. Clark said. The 
space or prominence any story re- 
ceives in a newspaper depends on 
what other stories are breaking 
at that particular time, he said. 

“News values are not absolute,” 
Mr. Clark said. “There is a con- 
stant fight for space in a news- 
paper. All news stories are com- 
peting with each other for the 
space; obviously the best news 


stories will get the most space.” | 


® The first and most important 
things that should be learned by pr 
men, he said, are the news dead- 


lines and the number of editions 


of a newspaper. “If there is a mis- 
take in the first or early editions, 
a good pr man should call it to our 
attention so the error can be cor- 
rected in later editions,” he said. 

Pr men place too much emphasis 
on the value of personal contact 
with financial writers on news- 
papers, he said. He urged them to 
let their news releases speak for 
themselves. 

Mr. Clark also rapped over- 
elaborate press kits. He also said 
that many news releases contained 
insufficient information. 


s Many pr men waste the time of 
financial editors by insisting that 
they personally deliver all news 


items that could just as well be) 


mailed, said Ed Kandlik, financial 
editor of the Chicago Daily News. 

“Some pr people are not content 
unless they talk to me and mem- 
bers of my staff about all news 
items,” Mr. Kandlik said. “If a 
story is news, we will publigh it, 
whether it comes by mail or any 
other way.” 

A number of pr men succeed in 
antagonizing newspaper men by 
using such tricks as sending mul- 
tiple mews releases, changing re- 
lease dates and calling unnecessary 
press conferences, he said. 

“And public relations men 
should get over being resentful if 
reporters contact the heads of 
their companies,” Mr. Kandlik 
said. “After all, pr men are just an 
arm of company management.” 


® James E. Bulger, vp and direc- 
tor of public relations, Chicago 
Motor Club, and Manly S. Mum- 
ford, regional] director of public 
relations, Borden Co., who were to 


| Gardner Boosts Weeks; 

| Appoints Four Others 

| Gardner Advertising Co., St. 
|Louis, has appointed Ted Weeks 
|director of merchandising and 
| chairman of the merchandising ad- 
| visory board. He will continue as 
an account executive for Barton 
Mfg. Co. Gardner also has named 
Robert A. Failey and Wayne Stew- 
art account executives on the Proc- 
ter & Gamble Co. group. Mr. Failey 
formerly was with N. W. Ayer & 
Son. Mr. Stewart has been director 


|of Gardner’s service department. 
James L. Grubb has been named | 
| an account executive on the Union 
Electric Co. account, and Frank C. 
Clayton, previously associate me- | 
|dia group supervisor of Leo Bur- 
nett Co., Chicago, has been named | 
a media group supervisor. Gardner 
currently is engaged in a $240,000 | 
|expansion program. Upon comple- | 
|tion of the program, Gardner will | 
| occupy two floors of the Syndicate 
| Trust Bldg., increasing its present 
|space by 12,000 sq. ft. 


| tions 


Ross Named Manager of 
New Golden West Features 
Don Ross, general sales manag- 
er of KNX, Los Angeles, and the 
Columbia Pacific Radio Network, 
has resigned, as of April 19, to 
become vp and general manager 
of Golden West Features Inc., a 
new subsidiary of Golden West 
Broadcasters. Gene Autry is chair- 
man of the board, and Robert O. 
Reynolds is president of the new 
company. Both hold similar posi- 
in the parent company, 
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which operates KMPC, Los An- 
geles, and KSFO, San Francisco. 
Golden West Features will develop 
sports features for both radio and 
tv, with a special western network 
ultimately the goal. 

Initially, KMPC will carry 
broadcasts of Los Angeles Rams 
games, and KSFO will broadcast 
the San Francisco 49er football 
games. Half of both broadcasts 
have already been bought by Fal- 
staff Brewing Co. through Dancer- 
Fitzgerald-Sample, New York. 


| 
| 


PUBLISHERS 
TONNAGE 
| 
| 


| 


“VOLUNTARY” — NEWSSTAND SALE 


| IDEAL WOMEN’S GROUP 
1,230,953 — 


1,200,000 


July, 1957 


4,200,000 
| February, 1957 


5,250,000 


August, 1957 
5,000,000 


} August, 1957 


| 


5,200,000 
Oct. 5, 1957 
| 


3,600,000 


September, 1957 


4,850,000 


July 9, 1957 


10,700,000 


January, 1957 


Sept. 9, 1957 


1,100,000 


Oct. 7, 1957 


126,1 


2,250,000 
Jan. 6, 1958 


1,441,193 
Good Housekeeping 


1,054,196 
Look 


837,317 
Reader's Digest 


1,844,877 
Life Single Copy 20c, except issue of December 24, 


951,241 
Newsweek 


@ 25¢ 


@ 3¢ 


@ 35¢ 


@ 3¢ 


@ 15¢ 


@ 35¢ 


@ 15¢ 


@ 25¢ 


35¢ 


@ 20¢ 


ci @ 20¢ 


Time 
mamiL! @ 20¢ 


% “VOLUNTARY” 
NEWSSTAND SALE 


Better Homes & Gardens sincie covy 2%¢ to August, 1956; therwotter, 98 
1,379,429 
Ladies Home Journal 
1,703,618 
McCall’s 


1,513,630 
Saturday Evening Post 


| Source: ABC — Single Copy Sales — Last six months of 1956 


oppose Mr. Clark and Mr Kandlik | 


in the “debate,” agreed that the 
two newspaper men were too easy 
on the pr field. 

“Some pr men would do a lot 
better if they would never go near 
a newspaper office,” Mr. Bulger 
said. ““And some of my best friends 
are pr men.” 

Although agreeing that pr men 
have many faults, Mr. Mumford 


what price tonnage? 


Black and White 
Page Rate — One Time 


99.8% $ 2,200. 


32.1 15,410. 


32.0 19,250. 


31.3 17,750. 


29.1 21,205. 


27.6 12,850. 


20.0 19,135. 
17.2 29,000. 
16.6 25,275. 
11.6 9,940. 


10.7 11,560. 


NET PROFIT REFLECTS PROFITABLE SALES- 


pointed out that newspaper men | 


make mistakes too. He cited an in- 
stance recently of being routed 


out of bed late at night by a re-| 


porter who wanted some informa- 


tion about the Bowman Dairy Co. | 


(a Borden competitor). 
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7 | The ad, a full-page reproduction | 
Chivas Regal Ad in color of a painting by Phil| all walks of life. 
Hf Hayes of a mosaic of Robert Bruce, Since no mention of reprints 
Draws Surprise Scottish warrior hero, appeared in| was made in the ad, the company 
7 eq |February issues of Newsweek,| was taken by surprise and had to 
Reprint R uests | Sports Illustrated, The New York-| order 500 reprints to fill the de- 

New York, April 16—General|er, Town & Country and U.S.| mand. 

Wine & Spirits Co., subsidiary of | News & World Report, and in the | 
Seagram Distillers Corp., and sole | March issues of Fortune and Hol-| Jon Sobotka, advertising man- 
U. S. agent for Chivas Regal, 12-| iday. | ager of General Wine & Spirits 
year-old Scotch whisky, has re-| To date, the company has re-|Co., said that the mosaic motif was 
ceived an entirely unexpected ceived 350 individual requests for | selected as a novel concept for the 
consumer response to its recent ad | reprints of the art work. These re-| use of color in liquor advertising. 
in seven national magazines. | quests have come from all parts | 


of the U. S. and from people in 


,and art collectors in Italy, 


“If the success of an advertising | 


campaign can be measured by 
mail response,” he said, “then Chi- 
vas Regal has hit the consumer 
mark.” 

Mr. Sobotka attributes much of 
the interest in the art work to the 
recent influx of American tourists 
where 
the ancient mosaic art form has 
been revived during the past 30 
years, particularly in Ravenna. 

“In its conception and execu- 
tion,” he said, “the mosaic ad rep- 
resents something of an achieve- 


“IDEAL WOMEN's GROUP i is the original all quarter group charging 


— its readers more per copy and its advertisers less per thousand. If 
- you bought print with the same yardstick you use in buying AM or 


TV, the IDEAL WOMEN'S GROUP would be your ist BU 
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| & CHIVAS REGAL a 
| Arttomd, Somer Y WV hishers 


CLICKED—This is the ad for Chivas 
| Regal scotch whisky which, to the 
| surprise of General Wine & Spirits 
Co., drew 350 requests for reprints. 
| ment in advertising, and expresses 
the theme that has always been 
stressed in Chivas Regal advertis- 
ing: rarity and heritage. We are 
more than gratified by the spon- 
taneous tribute from so many 
readers, and are making provision 
|to fill all requests for reprints.” 

| Chivas Regal advertising is han- 
| dled by Lynn Baker Inc. ° 


Paul Sayres Names Hogan 
John J. Hogan, formerly south- 
ern regional sales manager for in- 


stitutional products at General 
Foods Corp., has joined Paul 
Sayres Co., food brokerage com- 


pany covering the three-state met- 
ropolitan New York area, as vp in 
charge of sales, promotion and 
marketing. He was with General 
| Foods 22 years. 


LeBoutillier Joins A&C 

| Peggy LeBoutillier, with Harp- 
er’s Bazaar, the New York Jour- 
|nal-American, Junior League 
Magazine, and recently columnist 
for the Nassau Guardian in the 
| Bahamas, has joined the public re- 
lations department of Anderson 
|\& Cairns, New York advertising 
|agency, as director of beauty pub- 
| licity. 


Cronk Joins National Electric 

Carl P. Cronk, formerly manag- 
er of sales planning and research 
of Cleveland Graphite Bronze Co., 
|has joined National Electric Prod- 
ucts Corp., Pittsburgh, as director 
of marketing research. 


Will Your 
Dealers Help 
You Build A 
Mailing List? 


There’s an old saying that a great 
deal of the success of any mailing 
depends upon the mailing list. A 
| current list compiled by dealers is 
| wonderful—if you can get it! 
| In the May issue of ADVERTIS- 
ING REQUIREMENTS, you can get 
“inside” information on how the 
U. S. Rubber Company persuaded 
its dealers to get busy and put to- 
|}gether an up-to-date mailing list 
| that paid off! 
| How? Find out by clipping this 
| ad, attaching $3 to your business let- 
| terhead, and mailing today for a 
year’s (12 issues) trial of ADVER- 
TISING REQUIREMENTS starting 
with the big, informative May issue. 
AR covers everything an adman 
|must do except buy time or space— 
| all aspects of advertising production, 
promotion and merchandising. You'll 
glad you tried AR—or your 
money back. 


Advertising Requirements 
The Workbook of Advertising 
Management 
Chicago 11 


200 E. Illinois St., 
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ANIMATED AUTOMATION—A sstill from a film made by the Artiscope 
process in which hand drawing is replaced by a mechanical process. 
Only the background plate and figure at right were drawn in. 


|and Gordon Day, Business Gifts, 
is treasurer. 


Artiscope Process 


Its Revenue Up, Net 
‘Down, Merrill Lynch 
Hiked Ads 7% in ‘56 


New York, April 16—Merrill 
Lynch, Pierce, Fenner & Beane, 
| the country’s largest stock broker, 
for the fiscal year ended Feb. 28, 
1957, reports its operating reve- 
nues “rose to a new alltime high.” 
But “nei proists declined slightly 
—a frequent business pattern in 
these days of steadily rising costs.” 

The partnership reports gross 
income during fiscal "57 was $83,- 
497,000 compared with $81,973,000 
in fiscal °56. Net income after 
taxes and charitable contributions 
was $4,514,000, compared with $4,- 
509,000 the preceding fiscal year. 

“Our direct advertising efforts,” 
the annual report says, “were con- 
centrated in 200 newspapers and 
50 magazines. The total cost was 
$776,000—7% above the previous 
year.” 

Albert Frank-Guenther Law is 


|the Merrill Lynch agency. | 
| “In line with our long range | 
|public information program,” the | 
report says, “the firm succeeded | 
in bringing Wall St. to the biggest 
Main St. in America, Grand Cen- 
tral Terminal. On the main floor 
| of the terminal the ‘How to Invest’ 
exhibit is now visited by 5,000) 
| persons daily. 


ls “Almost 1,500,000 people have 
| paused to listen, read, or ask ques- 
|tions since the exhibit opened 
(early in 1956). Several large com- 
panies have sponsored co-exhibits, 
including International Business 
Machines, Allied Chemical, Sperry 
Rand, Ford Motor, New York Life 
Insurance, Reynolds Metals and 
American Machine & Foundry.”’e 


Boswell to ‘Chain Store Age’ 
George Boswell, formerly with 
American Hard Rubber Co., has 
| joined Chain Store Age as manager 
{of the retail promotions depart- 


ment. 
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New Book Discusses 
Automation and Its Future 

“Automation: Its Purpose & Fu- 
ture,” by Dr. Magnus Pyke, has 
been published by Philosophical 
Library, New York. Dr. Pyke re- 
views some of the things already 
being done automatically and de- 
scribes the principles of the digital 
computer and the way in which it 
was developed. 

He gives an account of automa- 
tion in the mass-production indus- 
tries and the factors affecting the 
speed with which automation is 
likely to spread in different coun- 
tries. Price is $10. 


Grant Advances Wilson 

John H. Wilson Jr. has been ap- 
pointed director of merchandising 
and sales promotion for the De- 
troit office of Grant Advertising. 
Before joining Grant in 1955 as 
an account executive in the New 
York office, he was with Ruth- 
rauff & Ryan and Ogilvy, Benson 
& Mather. 


Converts Movies to 
‘Animated’ Films 


HOLLYWoop, April 16—Automa- 
tion has invaded the animation 
fietd, Illustrated Films has re- 
vealed. 

Using what is called the Arti- 
scope process, the company claims 
the first successful method of pro- 
ducing realistic animation without | 
using artist animators. } 

As a result, says Moe Howard, | 
vp, animated films can be pro-| 
duced for one-fourth the cost of| 
a comparable film done by anima- | 
tors in the conventional manner of 
making separate drawings by 
hand. 

The new process is based on con- | 
verting live action to animation. 

It calls for use of a high contrast 
film and a special treatment which 
converts the photo into a line) 
photograph. The conversion to an- 
imation is effected through stop | 
motion cameras. 

Up to 90% of hand work is said 
to be eliminated by this process. | 
Hand work is required only to fill! 
in an occasional line obscured by 
motion of the live character filmed, 
for the making of background 
plates and for coloring of film 
when desired. 


® Mr. Howard said that because 
Artiscope is mechanical, it is up 
to five times as fast as hand an- 
imation in volume production. 

Since the finished product is 
based on filming of actual live ac- 
tion, exaggerated, cartoon-type 
characters cannot be produced by 
Artiscope. This results, it is| 
claimed, not in animation as such, 
but in “animated illustration.” } 

Asserting that Artiscope film is | 
“wholly, completely realistic,” | 
Norman Maurer, president of the 
company and inventor of the pro- 
cess, says: “It is a known fact that! 
the average animated film, with) 
its jerks, twists and chopped-down 
actions, is only partially realistic. 

“It is theoretically possible that | 
if a producer adopted a hang-the- | 
expense attitude and had no con- 
cern for time, labor and money, he 
could turn out a completely realis- 
tic animated film. But production 
costs would be so exorbitantly high 
that even the best-heeled angel 
would never repeat the experi- 
ment.” 

Illustrated Films will make its | 
process and necessary services| 
available to all tv, commercial and | 
independent film producers. ° 


| 


Toronto Specialty Assn. Bows 
The Toronto Advertising Spe- 
cialty Assn. has been formed by 
20 manufacturers and jobbers and | 
the group is inviting another 50) 
companies in Ontario to join.) 
President is Neil S. O’Donnell, | 
Neil S. O’Donnell Ltd. Jack Reed, | 
E. S. & A. Robinson Ltd., is vp,| 


YOU GET HIGHEST AUDIENCE ON wrvT!l 


ARB, February 1957, shows 31 out of the 50 top-rated 
shows in Tampa-St. Petersburg are on WTVT, your number 


one buy in the South’s fastest-growing metropolitan market! 


TAMPA - ST. PETERSBURG 


AMOUNT 


Total Retail Sales 
Food Store Sales 
Automotive Sales 
General Merchandise Sales 


MARKET RANKING 
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Agency Tells How It Ran Whole Marketing 
Show in Launching Presto Appliance Line | 


Cuicaco, April 18—An ad agen- | tronic control] (the Control-Master ) 
cy brochure now circulating tells| which (a) allowed the pan to be 
how its authors master-minded in-| completely submerged for wash- 


59 


Then it began to sell the frypan| got an unusually high share of the 
and two other table-top appliances ad budget. Finally, the agency put 
around the “cooking brain” as a|together a flood of publicity and 
control unit for all three; it de-| point of sale materials, including 
signed the packages for these also. ‘a six-unit “selling center” for dis- 
Initial newspaper ads and point of | playing the appliances and control 
sale displays were successful, so/ in the stores. 


troduction of a new product line} ing, (b) could be used to operate Presto moved its basic line of| “Ordinary advertising,” it con- 

not just in advertising, but over two other Presto housewares, thus pressure cookers into the promo-| cludes in the brochure, would have 

pretty much the whole marketing | pramaing convenience and sav- tion. | been lost in the “forest of dollars 
| 


route. ings. 

The subject is National Presto! 
Industries’ Control-Master line of| ® On the other hand, the new fry|§ 
housewares—launched last fall—| pan “looked basically like a dozen 


planted by bigger companies.” By 
3 By last winter the Control Mas- | going “far beyond the convention- 
- was being used to sell six ap-|al services provided by many 
pliances, and the company was in| agencies,” Grossman claims to 
and the agency is Arthur Gross- others ... other brands had pre-| Life, The Saturday Setnteg Post oe “helped to establish a new 
man Advertising (now Donahue & empted the controlled-heat image,| Presto Code) and a national spot tv drive telling |concept in appliance selling.” 
Coe of Illinois). The brochure | submersibility as a benefit did not|| Se=°558. So p—— (about “an electric range in the| Bob Draper, sales manager of 
makes no bones about what Gross- go far enough and savings| } palm of your hand.” This pitch,| Presto, confirmed the sales impact 
man did for the client: “Presto| would be a weak advantage in to- | -_ with its possibilities for selling aloft the Control Master campaign, es- 
could have had ‘just another fry day’s prosperous economy.” whole “family” of appliances out | pecially that it “multiplied our ap- 
pan’ but for the dramatic concept So the agency, after “analyzing of one promotion, provided a nat- | pliance distribution many times.” 
created and carried out with Pres-| all possibilities,” decided to con- jacx RABBIT—Magazine color ads|Ural hook for the retail trade— Presto is still no threat to Gen- 
a by the Arthur Grossman agen- amg b the ar a like this promoted National Presto | ie Grossman agency quick-|eral Electric and Sunbeam, he 
‘ aster cooking brain at Industries’ control unit as the he d| y took hold of, since one of Pres-| hastened to add, but volume on 
. oo problem was this: Presto | made all these benefits possible. of a whole family of table-top op-| t's prime needs was distribution,| the Control Master line now ex- 
ad a late entry in the controlled- | First, the agency packaged the)“. |It developed “Operation Jack | ceeds that of all other Presto lines 
heat frying pan market. True, it| control separately and put a price | PHances. Arthur Grossman Adver- Rabbit” (“Watch me multiply ...| combined, and “it has put us in the 
was less expensive than others) on it to “emphasize its identity as| tising (now Donahue & Coe of Illi- | and multiply ... and multiply”), appliance. business for the first 
and it had a detachable elec-|a separate unit.” nois) is the agency. ‘a trade advertising effort which | time.” - 


Booklet Describes Sales 


ae 3 Sp ee I 
ie cdtieins <a i \ .. -Se ere ae | Decline of Small Stores 
SS —— , i. ay ee =< ; , &-s | Small department stores are fast 
ad cr > oo palma ae "Se eee losing their position in the retail 


} ? ’ re field, according to Edgar H. Gault, 


oe 


= LAKELAND 


ei 


OP Saks RE A Bipe 


professor of marketing of the Uni- 
versity of Michigan school of busi- 
ness administration. Mr. Gault says 
that these stores must radically 
change pricing and merchandising 


| policies to regain customers lost to 


| 


discount houses, shopping centers 
and supermarkets. 

Evidence of the decline is 
shown in a booklet, “Departmental 
Merchandising Results in Small 
Department Stores, 1954 and 1955.” 
It is published by the university 


|and sells for $2. Information for 
the booklet came from nine inde- 
| pendent stores in the Great Lakes 
|region with annual sales from $2,- 
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WTVT’'s maximum-power VHF signal delivers bonus coverage of 239 prospering communities! 


a twin cities of the south— 


- 
* a 


a 
CBS Channel 13 F 


Agency 
The WKY Television System, Inc. ... WKY-TV ond WKY Oklchoma City © WSFA-TV Montgomery 


| 500,000 to $5,000,000. 


Morgan Gets Pacific Soap: 
Names Phil Dexheimer 
Raymond R. Morgan Co., Holly- 
wood, has been named to handle 
advertising for Pacific Soap Co., 
San Diego. The company manu- 


|factures Citrus granulated soap, 


| Vogue detergent, Citrus toilet soap, 


and a variety of industrial laundry 


|soaps. Swafford & Co. formerly 


handled the account. 

Morgan also has named Phil 
Dexheimer account executive in 
charge of service and development 
on specific accounts and broadcast 


|properties. Mr. Dexheimer had 


been president and general man- 
ager of KFXM, San Bernardino, 
Cal. 


Grant to Montgomery Ward 

George E. Grant has joined 
Montgomery Ward & Co., Chicago, 
as assistant media director. He 
has been with Leo Burnett, Chi- 
cago, for the past eight years, most 
recently as media buyer for such 
accounts as Brown Shoe Co., Mo- 
torola, Pabst, Pillsbury Mills and 
the Santa Fe Railroad. 


USE 
MISSOURI NEWSPAPERS 


THE EASY WAY 
Whether you use one or all of 
Missouri's 398 newspapers it's 
easier, faster, cheaper with Mis- 
souri Press Service. 

ONE ORDER—ONE BILL— 
ONE CHECK 
Advertising Agencies and Advertisers Sene fer 


your free directory and rete book of Missouri's 
Deily, Weekly and Sundey 


newspapers. 
MISSOURI PRESS SERVICE, INC. 


WALTER WILLIAMS HALL 
Columbia Missouri 
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VERMONT I 


WEET 
MARKET 


To Tap this SOLID and SWEET 
market, address Room 516, Statler 
Office Bidg., Boston 16, Mass. 


FAMILY THEME—Mom, pop and three kids demonstrate that there’s a 
Kodak camera for every member of the family in this window dis- 
play now available to photo dealers from Eastman Kodak Co. 


VERMONT ALLIED DAILIES 


Barre Times * Bennington Banner. © — Burlington Free Press 


Brattleboro Reformer ¢ Rutland Herald « St. Johnsbury Caledonian-Record 


cookie, this 


duce Chippers, 


spring. 


| Nabisco to Introduce Chip 
National Biscuit Co. will eere- | product is reported to be 50¢-70¢ 


a new cracker-| per case. McCann-Erickson is the 
ad- | 


Initial 


| vertising allocation on the new 


agency. 


o. 
Nl apoy 


We: Patti 


first in circulation by popular choice! 


Yessir, the friendly Free Press has more readers 
than any other daily newspaper in Detroit or 
Michigan! 

The Free Press ranks first in editorial recognition, 
too—has won the valued Pulitzer Prize four times, 
and many other awards and citations for editorial 
excellence and community service. 


New readers choose the morning Free Press nearly 


FIRST IN 456, 1/68 


CIRCULATION 


National Representative: Story, Brooks & Finley . 


Retail Representative: Kent Hanson, New York . 


15 to 1 over the only other Detroit paper that’s 
growing. That makes the Free Press the /astest- 
growing paper! 


And the Free Press is the only Detroit paper that’s 
more popular today than ever before in its history. 


No doubt about it—today’s bright-’n’-sprightly 
Free Press is Michigan’s most popular newspaper! 


Detroit Free Press 


*Daily circulation, Publisher's Statement 9/30/56, 


as filed with the Audit Bureau of Circulations 
Southern Resort Representative: Hal Winter Company, Miami P 


Advertising Age, April 22, 1957 


ming 
Conventions 


April 22-24. National Federation of Ad- 
vertising Agencies, annual convention, 
Lost Valley Dude Ranch, Bandera, Tex. 

April 22-25. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 24-26. American Public Relations 
Assn., 13th annual conference, Warwick 
Hotel, Philadelphia. 

April 25-27. American Assn. of Adver- 
tising Agencies, The Greenbrier, White 
Sulphur Springs, W. Va. 

April 25-27. Advertising Federation of 
America, Fifth District, Fort Wayne, Ind. 

April 25-27. Advertising Federation of 
America, Ninth District, Hotel Mayfair, 
Sioux City, Ia. 

May 2-3. International Advertising 
Assn., Hotel Roosevelt, New York. 

May 3-4. Eighth annual Advertising In- 
stitute sponsored by the Atlantic Adver- 
tising Club, Dinkler-Plaza Hotel, Atlanta. 

May 5-7. Magazine Publishers Assn., 
The Greenbrier, White Sulphur Springs, 
W. Va. 

May 10-11. International Affiliation of 
Advertising and Sales Clubs, 55th annual 
conference, Sheraton-Brock Hotel, Ni- 
agara Falls, Ont 

May 12-15. National Newspaper Promo- 
tion Assn., Jung Hotel, New Orleans. 

May 16. Fourth annual advertising con- 
ference, University of Michigan, Ann 
Arbor. 

May 16-18. Southwestern 
vertising Agencies, Galveston, Tex. 

May 20-21. Chicago Tribune's 8th an- 
nual Forum on Distribution and Adver- 
tising, audience studio, Station WGN, 
Tribune Square. 

May 26-29. Associated Business Publi- 
cations, annual spring conference, The 
Homestead, Hot Springs, Va. 

June 5-7. National Sales 
22nd annual international 


Assn. of Ad- 


Executives, 
distribution 


| congress, Biltmore Hotel, Los Angeles 

June 6-11. National Advertising Agency 
Network, annual management conference, 
Sun Valley, Ida. 

June 8. Advertising Federation of Amer- 
ica, Fourth District, Hotel Fontainebleau, 
|Miami Beach 

June 9-12. National Industrial Advertis- 
ers Assn., 35th annual conference, Wal- 
dorf-Astoria, New York 

June 9-13. Advertising Federation of 
| America, 53rd annual convention, Hotel 
Fontainebleau, Miami Beach. 

June 10-11. Outdoor Advertising Assn. 
of America, 5th painted display confer- 
ence, Hotel Sherman, Chicago. 

June 16-19. Poster Advertising Assn. of 
| Canada, Sheraton-Brock Hotel, Niagara 
Falls, Ont. 
June 16-19. Newspaper Advertising Ex- 
ecutives Assn., Grant Hotel, Mackinac Is- 
land, Mich. 
| June 19-21. American Marketing Assn., 
| national convention, Hotel Statler, Detroit. 

June 19-22. Trans-America Advertising 
Agency Network, annual convention, San 
Diego, Cal. 

June 24-28. Advertising Assn. 
| West, 54th annual convention, 
| Village, Honolulu. 
| June 28-30. Northwest Daily Press Assn., 
| Summer meeting, Madden Lodge, Gull 
| Lake, Brainerd, Minn. 
| July 1-5. First Advertising Agency 
|Group, annual conference, Hotel Plaza, 
San Francisco. 

July 4-7. National Assn. of Advertising 
| Distributors, The Greenbrier, White Sul- 
phur Springs, W. Va. 


of the 
Hawaiian 


| Aug. 15-16. Second annual circulation 
seminar for business papers, Edgewater 
| Beach Hotel, Chicago. 

Aug. 28-31. Affiliated Advertising Agen- 
cies Network, annual meeting, Jackson, 
| Miss. 

Sept. 7-10. Mail 
Assn. International, 
Washington, D.C. 

Sept. 10-13. Direct 
Assn., 40th annual 
Park Hotel, Washington, D.C. 

Oct. 14-15. Agricultural Publishers Assn. 
annual convention, Chicago Athletic Assn. 

Oct. 21-22. Boston Conference on Distri- 
bution, Hotel Statler, Boston 

Oct. 28-31. National Industrial Packag- 
|ing & Handling Exposition, Convention 
Hall, Atlantic City. 
| Nov. 10-14. Outdoor Advertising Assn. 
}of America, 60th annual convention, Jung 
Hotel, New Orleans 

Nov. 14. Advertising Research Founda- 
tion, 3rd annual conference, Hotel Plaza, 
New York 


Advertising Service 
Sheraton Park Hotel, 


Mail Advertising 
convention, Sheraton 


Booton Succeeds Strotz 
as Bruce Brewer Partner 

Bruce B. Brewer & Co., Minne- 
apolis, has promoted L. M. (Bud) 
Booton to managing partner. He 
succeeds Charles R. Strotz, who 
has resigned to join Campbell- 
Mithun, Minneapolis. Mr. Strotz 
will work with the Pillsbury gro- 
cery products account group at 
Campbell-Mithun. 

Brewer also has promoted W. A. 
Krause from an account executive 
to a partner. Mr. Booton, Mr. 
| Krause and W. M. Bryngelson form 
| Brewers’ executive committee in 
Minneapolis. 
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LOOK 18 
THE FIRST 
GENERAL 
MAGAZINE 


In 1956, LOOK became the first general magazine to win the American Furniture 
Mart’s coveted Dorothy Dawe award for distinguished magazine coverage 
of home furnishings. The award was in recognition of the 


imaginative home-living articles published by LOOK last year. 


American Furniture Mart judges took into consideration these special merits: 
LOOK’s great appeal to over 20,000,000 readers—housewives, 


men, teenagers—the whole family. 


LOOK’s striking use of color . . . impressive layouts . . . coordination 
of home-living articles with other features. 
LOOK’s greater coverage of home furnishings . . . an average of 5 times as 


much per issue as that of any other major magazine in the weekly field. 


LOOK sees in home furnishings an exciting part of America’s family life, 
indeed an exciting story of people. It is this editorial policy, based on people, 
> that builds for LOOK its vast audience—that makes LOOK 
America’s fastest growing major magazine and such a convincing salesman for 
home furnishings advertisers. 


CIRCULATION OVER 5,000,000 
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No. 4 in a Series 


s 


ss 


gett 


Where was the first advertising supplement print- 


ed? 


a) London b) Paris c) Philadelphia 


In June, 1666, (a) the London Gazette was first to announce 
an advertising supplement and give notice that advertise- 
ments would not be used in the Gazette “. . . unless they be 
matter of state; but that a Paper of Advertisements will be 
forthwith printed apart, and recommended to the Publick 
by another hand.” Advertisers have long recognized The 
World-Herald as a pioneer of beaming supplements to read- 
ers’ interests—news as well as advertising. A plus advantage 
is available now to advertisers with The World-Herald’s 
Omaha Jubilee supplements. A total of five separate supple- 
ments will be published in June featuring virtually every 
phase of community development and progress. 


What proportion of the 7,200 daily newspapers 
published in the world are published i in the United 
States? 

1 


a) about 1 b) about \, c) about 4 


About (c) 14 of the world’s daily newspapers are published 
in the U.S. Of that 14, few daily newspapers in the U.S. can 
match the record of The World-Herald’s big 96% non-dupli- 
cated readership. For full details on why The World-Herald 
has so many (242,598) unduplicated reader homes, send for 


Nielsen Network TV Ratings 
Two Weeks Ending March 23, 1957 
Copyright by A. C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Rank Program 
1 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .o..........ccccccccccceeeeeee 
2 Perry Como Show (Several sponsors, NBC) ..........ccccccccccccsesceeeseeessneneeenes 
3 $64,000 Question (Revion, CBS) ......... OS IE ee ane 
4 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ...... 
5 Chevy Show—Bob Hope (Chevrolet, NBC) .............cccccccccccssesseesseessesneeeenee 
6 Steve Allen Show (Participating, NBC) ...........:cccccssssscssescesseeseeeeesenees iad 
7 I Love Lucy (Procter & Gamble, General Foods, CBS) ..0..............6cc0000e 
8 Saturday Color Carnival (RCA, Oldsmobile, NBC) ..0..............ccccccccceceseeeee 
9 I CIN CIE inniintkcislithisienaiteniinjscnnibiclninseenenbeents ow. 14,580 PAUL MILLER has been named pres- 
10 December Bride (General Foods, CBS) .........:ccccc00000- cots sae 14,384 ident of Gannett Co., Rochester, 
N.Y., succeeding Frank Gannett, 
PROGRAM POPULARITY who becomes president emeritus. 
Homes Mr, Miller, who has been operat- 
Rank Program (%) 


1 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ............0....000.00.. 


ing head of the company since 


1955, also was elected president of 


Pa a tig the Gannett Foundation and. of 
4 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ............ 41.2 WHEC Ine, 
5 Chevy Show—Bob Hope (Chevrolet, NBC) 41.2) 
6 Steve Allen Show (Participating, NBC)... atlases . 
7 1 Love Lucy (Procter & Gamble, General Foods, CBS) .....ccccvssssmseeveen . 4.1, Adams Is President, 
8 Saturday Color Carnival (RCA, Oldsmobile, NBC) .....0........ccccceeccees 39.3 4 
9 Shower of Stors (Chrysler, CBS) . 38.5 Ferguson Chairman 
10 December Bride (General Foods, CBS) 37.6 {S R z Pp 
Nielsen Average Audience** of St. Heg per 
Homes New York, April 17—William R. 
Rank Program (000) | Adams, vp in charge of manufac- 
1 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .......... ‘ . 15,170| turing, has been elected president 
2 $64,000 Question (Revlon, CBS) oo.......ccccccccceceesseeeeeee ' bel 14,777 | of St. Regis Paper Co. He succeeds 
3 1 Love Lucy (Procter & Gamble, General Foods, CBS) moe 14,502 Roy K. Ferguson, named board 
4 December Bride (General Foods, CBS) ......ccccccccccccccosseeseeeeeeeevenes coves 13,755\ chairman and chief executive of- 
5 Ford Show (Ford Motor Co., NBC) ........ccccccceceeee Be we cosevecesces «© Nan | SRCGT. 
6 Perry Como Show (Several sponsors, NBC) .................... satin cose 13,244 | Other executive-level changes in 
7 Chevy Show—Bob Hope (Chevrolet, NBC) 00.0... ......000000.. covitiigada a company include: Edward R. 
8 Private Secretary (American Tobacco, CBS) o......ccccccccccccccccessessesesenseneeene 12,890| Gay from exec vp to board vice- 
9 GE Theater (General Electric, CBS) ........ccccccccceseseoeens jennnitaiesdandl 12,812 | chairman; Arch Carswell and Ben- 
10 I’ve Got A Secret (Winston cigarets, CBS) o0..........000000 vote 12,655 ton R. Cancell named exec vps. 
Mr. Carswell, who has been vp of 
PROGRAM POPULARITY+ sales, will continue to direct sales. 
Homes| Mr. Cancell, who is president of 
Rank Program (%) | Rhinelander Paper Co., which was 
1 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ................... use 939.8) acquired by St. Regis last year, is 
2 $64,000 Question (Revlon, CBS) ......cccccccccceccsceseeseseersenseseeneene ; . 38.4| expected to have charge of man- 
3 1 Love Lucy (Procter & Gamble, General Foods, CBS) ......... . 37.8|ufacturing, but his specific func- 
4 December Bride (General Foods, CBS) .o.......ccccccccccesccesseeseeeee . 36.0|tion was not announced officially. 
5 Perry Como Show (Several sponsors, NBC) ...........:cccccssceeeeennerns . 33 St. Regis cut its second-quarter 
6 Ford Show (Ford Motor Co., NBC) ..........cccccscesesseesesreereeeneees 34.8 | dividend to 35¢ a share from 50¢ 
7 Chevy Show—Bob Hope (Chevrolet, NBC) 00.0... ; ... 347/)|in the first quarter. In the like 
8 GE Theater (General Electric, CBS) ........ccccccccccccceeeseesnees 33.9 | period a year ago it paid 45¢. 
9 Private Secretary (American Tobacco, CBS) ................ 33.8 For the first three months of 
10 I've Got A Secret (Winston cigarets, CBS) ................. 33.3 1957, the company had earnings of 


* Homes reached by all or any part of program, except fer hemes viewing oly one 
to five minutes. 

** Homes reached during average minute of the program. 

¥ Percented ratings are based on tv homes within reach of station facilities and by 
each program. 


ADVERTISE IN 


ROANOKE? 


The World-Herald’s latest coverage analysis. 


A survey made last year showed that readership | 
was higher for which newspaper page? | 


a) Left-hand page b) Both pages the same 
c) Right-hand page 


The survey made by the Association of National Advertisers 
showed that (a) the left-hand page had a 2-4% higher reader- 
ship. The one newspaper in Nebraska and Western Iowa with 
a record three out of five family readership, is The Omaha 
World-Herald. Covering a $2.4-billion market, The World- 
Herald’s average daily circulation is 56%, Sunday circula- 
tion 59% 


No. 2 of a Series 


You reach a 16-county INLAND 
DOMINION with nearly a 
half-billion dollars to spend. 


CN\\\IIK 


@ Entire market area 
ringed by mountains 


@ Entire market area 
dominated by the 
Roanoke newspapers 


» With these two newspapers, your story gets into every 
Result important market center — villages, too — building 
distribution, tie-ins, dealer support, and sales! 


Omaha 
World-Herald 


252,598 Daily 263,674 Sunday 
ABC, 12 Months Ending March 31, 1956 
O'Mara & Ormsbee, National Representatives 
New York * Chicago + Detroit + Los Angetes 
San Francisco 


eee! our key market in western Virginia 
counties 


a completely —— is covered exclusively by the 


independent market R G N K E 


~{—= TIMES AND WORLD NEWS 
For full cette write Sewyer+Ferguson> Walker Co., National Representatives 


$5,156,662 on sales of $85,343,453 
In the first quarter of '56, earnings 
were $6,765,785 on sales of $86,- 
890,885. 


s Mr. Ferguson said he expects 
earnings for the second quarter 
this year to be about the same as 
for the first quarter. This would 
be considerably below the indicat- 
ed earnings of $6,091,488 in the 
second quarter of '56. 

Commenting on alleged over- 
expansion in the paper industry, 
Mr. Ferguson said there have been 
substantial increases in production 
capacity scheduled for the next 
two years. “But,” he said, “we 
have been through this sort of 
thing before. I believe capacity can 
be absorbed better today than at 
any other time in my years in the 
paper industry.” 7 


Four A’s Council Elects Fox 

Walter A. Fox, Fox & Mackenz'e, 
has been elected chairman of the 
Philadelphia council of the Amer- 
ican Assn. of Advertising Agencies. 
Other officers elected include 
Granville Worrell, Gray & Rogers, 
vice-chairman, and Horace D. 
Nalle, Geare-Marston, secretary- 
treasurer. Additional directors 
elected are Robert E. Welsh, Ken- 
yon & Eckhardt; Allen C. Smith, 
Aitkin-Kynett Co., and Frederick 
S. Foltz, Foltz-Wessinger. 


Clark Plans TV Campaign 

D. L. Clark Co. plans an “ex- 
tensive” spring tv campaign for 
its Clark bars in 20 cities in the 
East, Midwest and Southwest. 
Children’s shows, such as “Mickey 
Mouse Club,” are included on the 
schedule. Grant Advertising, De- 
troit, is the agency. 
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Mrs. Homemaker’s Forum Provides 
Milner Products Promotional Focus 


At First a Letter ve 
. Z vertising and sales promotion bud- 
Answering Device, Its get, which this year is reported at 


Led . $1,500,000, an increase of almost 
Apr | to Wider Use 50% over 1956 expenditures. 


portion” of Milner’s over-all ad- 


JACKSON, Miss., April 17—The 
Mrs. Homemaker’s Forum, organ-|® Advertising includes 
ized in 1954 by Milner Products|ship of two network radio shows, 
Co., has proved to be an artful| “Breakfast Club” (ABC) and the 
device for the company in adver-| “Robert Q. Lewis Show” (CBS). 
tising, merchandising and public|In addition, television spot pack- 
relations. ages are scheduled in more than a 

Begun inauspiciously enough as|dozen cities and extensive news- 
a letter-answering service for con-| paper linage in several hundred 
sumers writing the company, Mrs.| dailies, plus insertions in business 
Homemaker’s Forum has expanded | publications and consumer maga- 
to the point where it now boasts a | zines. 
membership of nearly 1,000,000) 


It has received and evaluated more | starch. o 
than 2,000,000 household hints, and 


sponsor- | 


Gordon Best Co., Chicago, is the. 
women, according to the company. | agency for Pine Sol and Perma | 


best for our 


customers 


That's why we had 


| 


two technicians accompany 
our new Klimsch color 
process camera ali the way 
from Frankfort, Germany 


| photoengravers 


} 
| 


These technicians revealed the marvelous 
accomplishments of this astounding instrument to our 
craftsmen and proved to us its capability of 

shooting the best color negatives in the world. 


To you this means process reproductions that 
are sharper than you have ever seen before—and out to 
the farthest corners too. 


Photo-composition of innumerable color subjects to 
layout position is simplified and is register perfect. 
This saves you time and money. 


Such engravings proofed on our modern four color 
wet presses are without doubt Utopia for the 
national advertising production buyer. 


Hutchings & Melville, Inc. 


4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone EAstgate 7-9220 


last year alone it handled more | 
than 750,000 pieces of mail from 
U.S. housewives. Currently, Milner | 
reports, mail is coming in at a rate. 
of more than 2,000 a week. 

The forum is being merchandised | 
to the hilt at all levels of distri- 
bution—brokers, wholesalers, re- 
tailers and consumers—as well as 
in sales promotion and all advertis- 
ing media in which the company’s 
two products, Pine Sol disinfectant 
and Perma starch, are promoted. 

Originated by Milner’s president, | 
Howard S. Cohoon, the forum was 
conceived as an opportunity to fos- 
ter company good will and at the 
same time to reward enterprising 
homemakers for taking time to| 
write to the company with sugges- 
tions of new uses for Pine Sol and 
Perma starch. 


® The best of these work-saving 
suggestions are carried on labels 
and collars affixed to Pine Sol and 
Perma starch bottles, as well as on 
store banners and other promotion- 
al display material. The labels and 
other display material invite con- 
sumers to join the forum and try 
for prizes by sending in, on the 
back of the labels, their favorite 
hints for lightening housework. 
The best and most widely applic- 
able hints—more than 2,000 of 
them—have been incorporated into 
a recently published 250-page book, 
“Encyclopedia of Household Hints.” 
In addition, the forum sends out 
newsletters and a column of hints 
to more than 3,400 newspapers, and 
it supplies supermarkets and chains 
with household hints columns for 
use as attention-getters in their 
newspaper ads. The organization 


and differenter than you 


THE SALT ARE STE OwUl rae MARKET 


~ 


--Atlogether bigger ~~s 


Salt Lake tity is aa the beginning of the Salt Lake Intermountain Market 


also works with home economics Buying and selling does not stop at the imaginary boundaries L Not just 

groups at schools and colleges. whe Salt Lake 
Expenses-paid Florida vacations of Salt Lake City. * 

for two ave given for the 40 best a ; PSE with 303,000 

hints annual'y, besides cash prizes As the distribution and control center for an area comprising all 

and other compensations. By the . persons 


end of 1957, Milner expects to have 


or parts of 4 states, Salt Lake's influence is felt not only by the 


paid out nearly $15,000 in cash 303,245 persons who live within its boundaries . . . and not only by the ‘ Not just 

prizes and squired some 220 people : 

‘ through a week’s sojourn in the 768,000 in Utah .. . but by the 1% million throughout this entire area. Utah 
Sunshine State. 

This is the same region which has been designated as the with 768,000 
® This year, for the first time, the , o . rsons 
company asiso is backing the forum Salt Lake Wholesale Trading Zone by the Department of Commerce. pe 
with a special trade contest. It is ; . ‘ a ; ‘ : 
offering free Florida vacations to So, think bigger about Salt Lake City, because by buying Salt Lake's But... 
ten couples drawn from the com- the entire 


pany’s retailers and brokers for two metropolitan newspapers you reach the entire market of 13 million. 
merchandising support given the 
forum consumer contest and the 
Milner products. 

Expenditures on the forum “have 
been worth every penny,” accord- 
ing to Mr. Cohoon. “The promo- 
tional value and good will engen- 
dered has been paying off in sales. 
And the novel aspect of the forum 
is that we do not require the home- 
makers to laud our products or to 
send in suggestions just for our 

a. products. Rather we provide her 


4-state market 
with 143 mil- 


Remember, in the West people's needs are the same, but marketing is different. lion persons 


Think bigger about Salt Lake . . . It'll grow on you. 


Che Salt Lake Tribune © 


(MORNING & SUNDAY) 


cong 


DESERET NEWS ano 


Salt Lake Telegram (EVENING) 


< 
with an outlet for general hints and “4GENY 
shortcuts in the home and serve 
as a clearing house for these ideas,” 
he said. 
The forum accounts for “a large 


COLOR IN MEWSPAPER ADS ADDS EXTRA SALES 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, Metro Sunday Comics Network. 
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Mills Opens Tulsa Agency | his own agency in Tulsa, Mills Ad- 
John Mills, formerly an account| vertising Agency, at 519 Petro- 

executive with Milloy Advertising | leum Bldg. The company will spe- 

Agency, Washington, has opened |! cialize in film, tv and radio. 


Authoritative Free Book Discloses 
Secrets of Nationwide Direct Selling Success 


sales executives and agency ac- 
count men should know. Write for it 


Modern nationwide Direct Selling is 
big! Eight to nine billions’ yearly 


HORATIO D. CLARK Saenger southern division of Para- 
NEw York, April 18—Horatio mount Publix Corp. Later he be- 


D. Cl wan then t ¢)came vp and general manager of 
a tn array Pe | Gaumont-British in the U.S. Dur- 
U. S. A., died yesterday at his|imé World War II Mr. Kalman 


home in Sewaren, N. J., after a | Served as director of distribution 


year’s illness. Mr. Clark was grad- ‘for army movies and training 
juated from Colgate University in| 
1919. Two years later, after serv- 
ing in World War I, he joined the 
toy manufacturers’ group. He was 
active in organizing the group’s 


annual toy fair, which set a rec-| 


films. 

After the war he was assistant 
to the president of the J. Arthur 
Rank organization. He joined As- 
sociated Artists Productions at its 
founding in 1948. 


Advertising Age, April 22, 1957 


authorities on the welding proc- 
esses and equipment and was a na- 
tional director of the American 
Welding Society. 

Prior to joining the magazines, 
he was engaged in research and 
development of welding electrodes 
with Metal & Thermit Corp., New 
York; welding engineering at M. W. 
Kellogg, Jersey City; and technical 
sales for Champion Rivet Co., 


| Cleveland. 


ROBERT CAFFEE 


volume big, and versatile, too. Few 
products or services aren't suited 
to it, and a big-ticket price makes 
no difference—today's Direct Sell- 
ing Specialist can sell anything you 
can sell him. What's the secret of 
selling him? Send today for a free 
copy of “The Truth About Modern 
Direct Selling’’ and find out in 
mere minutes of reading time. It's 
most authoritative text on modern 


today on business letterhead; learn 
why this powerful nationwide dis- 
tribution force adds volume fast, 
perils no part of present over-the- 
counter retail sales, can be tested 
virtually cost-free. Just pin, paste 
or staple this ad to your letterhead 
and mail to: SPECIALTY SALESMAN, 
The Magazine of modern Direct 
Selling; Room 812-4, 307 N. Mich- 
igan Ave., Chicago 1, Ill. 


ord here last year with 1,665 man- 
ufacturers represented. Mr. Clark; LEW GILBERT PrrrssurGH, April 16—Robert H. 
was a past president of the Trade| (CxyeveLanp, April 16—Lew Gil-|Caffee, 56, president of William 
Assn. Executives of New York and | pert, 47, newly chosen publishing |G. Johnston Co., printing company, 
a former director of the American| director of Industry & Welding|and a founder and former presi- 


Society of Assn. Executives. 


ARTHUR A. KALMAN 
New York, April 17—Arthur A. 
manager of 


home in Malverne, N.Y. 


Magazine and Welding Illustrated, 
died April 12 at Mt. Sinai Hospital, 
Cleveland. 

Mr. Gilbert first joined the mag- 


Kalman, 46, eastern division sales | azines in 1949 as an associate edi- 
Associated Artists | 
Productions, died yesterday at his 


tor. Since that time he served as 
editor, executive editor, and gen- 
eral manager before being named 


direct Selling, filled with facts all 


He entered the motion picture | to his most recent post in February 
field in 1929 as an auditor, and/|of this year. He was acknowledged 


became accounting manager of the |to be one of the nation’s leading 


We Tried 


But We Failed! 


The Senator’s goal is 50% of the audience 
in the big four station Sacramento 
Television Market. 


The February ARB gives KCRA-TV 


49.1 


This is more audience than the CBS 
and ABC stations combined. 


Sign-on 
to Sign-off 


But the Senator's hard to please. 


To attract the most audience, the Senator 
controls more feature film than all other 
Sacramento Stations combined: all Columbia 
feature film packages; 80% of 20th 


Century-Fox and 75% of Warner Bros. Sl 


On top of this, he has 12 out of the first 15 
syndicated shows and such choice properties 
as “Silent Service,” “Sheriff of Cochise” 

and “Annie Oakley.” 

Edward Petry’s men can tell you 

how your clients will enjoy the ride 

to dominance with the Senator. 


SU 


* Maybe next time. 


SATURDAY 


SIGN-ON TO SIGN-OF} 


Th 
© Sacramento Television 


Audienc 
STATION sHare 7 


OF 


February g_ 


" M4, 
SE TS-IN-UsE 1957 


St MM ARY 


A 
fONDAY THRI FRIDAY 


Sign-on to 9:00 Any 
9:0) a 
_ 0 AM to 12:00 Noon a a 
be amd 66.0 27 
; 27.0 
. | : , , | 
Sign-on to Noon acy + { 
ae = 307 
+ 
Noon to 3:00 Py ; 


3:00 PM to 6:00 Py a 


6:00 PM to 9:00 Py 
9:00 PM to Midnight 


Sign-on to 6:00 py 


a 


INDAY 


Sign-on to 6:00 Py 
, és | 
NDAY THRU SATURDAy 


6:00 PM to 9:00 PM 


9:00 PM '0 Midnight 
6:00 PM to Midnight 


Serving 28 Northern California and Nevada Counties 


dent of the Printing Industry of 
America, died April 13, as a re- 
sult of an automobile accident near 
/his home. 

| Born in Cincinnati, he obtained 
his college education at the school 
of printing, Carnegie Institute of 
Technology. After completing his 
education, Mr. Caffee held several 
jsales and sales management posi- 
tions with printing companies, and 
in 1942 he was installed as general 
manager of the Johnston company. 
In less than a year he was elected 
president. 


‘FLORENCE CLISBEE 

| New York, April 17—Florence 
| Clisbee, 58, a commercial radio and 
television copywriter for Young & 
Rubicam, was found dead of a 
| heart attack in her apartment here 
April 15. She was the widow of 
George Clisbee, a commercial art- 
jist and illustrator, who died in 
| 1936. 

Born in Los Angeles, Mrs. Clis- 
| bee attended the University of 
California and started her adver- 
tising career with Macy’s here. 
| Later she became advertising man- 
ager of Saks-Fifth Ave. She joined 
Young & Rubicam in 1946. 


SAMUEL A. BOYER 
| PLympTon, Mass., April 16— 
Samuel A. Boyer, 56, former pr 
director for the New Haven Rail- 
road, died yesterday. Associated 
with the New Haven for 18 years, 
he was a pioneer promoter of ski 
trains and special excursion trains. 
Mr. Boyer left the railroad last 
year to become associated with the 
New York mortgage brokerage 
house of George W. Warnecke Co. 
A native of Farmington, Ia., he 
was graduated from the University 
of Kansas and the Harvard Busi- 
ness School. He was also a veteran 
of World War I. 


Bradford Named GE Consultant 

G. A. Bradford, formerly a vp 
of Compton Advertising, New 
York, has joined General Electric 
Co., New York, as advertising and 
sales promotion consultant of the 
company’s marketing services 
staff. Before his association with 
Compton, Mr. Bradford had held 
advertising management positions 
in several GE departments. He 
will serve all product departments 
of GE in his new assignment. 
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VISUAL AIDS 
THAT COMPEL 
ATTENTION EVERY TIME BE- 
CAUSE THEY ARE DESIGNED 
AND PRODUCED SPECIFICALLY 
FOR THE AUDIENCE YOU WANT 
TO SELL! 


SACRAMENTO, 


CA 


PRESENTATION DESIGNERS cept. a2 
| 46 E. 53rd St, N.Y. 22 © EL 5-5590 
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More and more New Yorkers these days 


“wake up to The Times—The New York Times.” | 


That’s why we can announce: 


Circulation of The New York Times 
now higher than ever 


622,843 weekdays 
a gain of 52,150 


average net paid Monday-Friday sale for six months ended March 31, 1957, compared with corresponding period in 1956 


1,277,140 Sundays 
a gain of 47,073 


average net paid sale for six months ended March 31, 1957, compared with corresponding period in 1956 


These figures speak for themselves. They indicate that more and (sm | She New York Times. EE 


more New Yorkers are finding that The New York Times BS Seapereri 
— PENTAGON SEES MOVE AS DEFEATIST 
is much more interesting, and that reading it every day makes -— =. —— 


them more interesting, too. They like it for its complete, s e 
clear, colorful reporting and explaining of the world’s news. | 
Readers find that there’s more in The Times, so they get moreoutofit. |© ae 
And when readers get more out of a newspaper, so do advertisers. 
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PHOTOGRAPHI 
REVIEW 


Advertising Age, April 22, 1957 


Zitz Harper Buehling Buck 
ELECTED—New officers of the Chicago council of the American Assn. 
of Advertising Agencies talk with Norman D. Buehling, Fensholt 
Advertising Agency, retiring chairman. They are Paul C. Harper Jr., 
Needham, Louis & Brorby, chairman; Gordon Buck, Foote, Cone & 
Belding, vice-chairman, and Morton Zitz, Henri, Hurst & McDonald, 

secretary-treasurer. 


Pennock Ayres Sullivan 
HOUSE WARMING—Charles A. Pennock, president of the Richard Hud- 
nut cosmetics division of Warner-Lambert Pharmaceutical Co., at 
the opening of the new Hudnut showroom and executive sales of- 
fices in New York, is pictured with two agency guests from 
Sullivan, Stauffer, Colwell & Bayles: Mary Andrews Ayres, vp, 

and Raymond F. Sullivan, president. 


SWEETHEART—-C heesecake, junior 
size, hit the Florida beaches when 
Sandra Poore, cutie, was judged 
winner in the Search for Little 
Miss Coppertone contest. Sandra 
was found to most closely resemble 
Coppertone’s strip-tease sales-tot 
(AA, Feb. 4). 


A GOOD START—Jack Privett (left) and Nort Mogge gleefully chart 
the ten-year growth of Mogge-Privett, Los Angeles, as the agency 
celebrated its anniversary with a champagne party for the staff. 
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Norman H. Lehmon O. Lehman Quittner 
e J.0.B. GETS DOUGH—That’s a check for $5,000 that’s changing hands. 
Accepting it from Hugh Norman, of the New York Advertising 
Men’s Post of the American Legion is Orin Lehman, president of 
Just One Break Inc. Onlookers are Herbert H. Lehman, former 
U. S. senator, and Joseph Quittner, Admen’s Post commander. The 
Legion post has presented $27,500 in six years to help placement 
of physically handicapped. 


spicy—New product of Knicker- 

bocker Mills Co. is Bikini pepper, 

“so finely ground that black specks 

are eliminated.” The gal, if you 

haven't guessed, is “Miss Bikini 
Pepper.” 


GOOD OLD DAYS—In an effort to step up bottle sales as well as 
professional application of its products, Stephan’s dandruff remover 
and hair lotion is distributing this point of sale kit to barbers and 
beauticians. The display, created by Consolidated Lithographing 
Corp., also dramatizes the 60th anniversary of the product. 


Freeman Hoener Hubbard Clinton Pendergast Beard Johnson 
WARM-UP—What’s hot in business paper publishing bard, president, Reinhold Publications, and board 
was the subject of a meeting of Associated Business chairman, ABP; George Clinton, partner, Joseph R. 
Publications members held in San Francisco. Ready Gerber Co., and chairman of the Oregon Council 
for the session are William B. Freeman, president, of Four A’s; Bob Pendergast, president of Readex PROMOTER—Jeanne Ataid was elected by the Western Wazide spe- 
Miller Freeman Publications, and Pacific Coast vp Inc.; William K. Beard, ABP president, and Dar cialty packaging division of Crown Zellerbach Corp. to ask the par- 
of ABP; Edgar P. Hoener, Miller vp; Phil H. Hub- Johnson, sales promotion manager, Hyster Co, ticipation of grocers in promotion of Frozen Food Week, May 11-18, 
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month after month... 


1512 million’ men and women‘“live by the book” 


...and the book is Better Homes and Gardens! 


4,350,000 COPIES EACH MONTH 
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Sharp 


The complete action-influencing value of BH&G only during the year... 


begins with its huge current-issue audience. Back-issue 

readership is tremendous, too. 9,400,000 readers recently 

referred to ads or articles in an issue of ‘“‘the book’’ 4 to 1 f Am 1 d 
12 months old. An average issue of BH&G is read by V2 O erica rea S 
15,500,000 people. One-third of the 123,800,000 people 

in the U.S. 10 years of age or older read one or more of B tt H d G d 

every twelve issues. That’s 44,150,000 readers of Better e er omes an ar ens 
Homes and Gardens—and over 40% of them are men. 

Meredith Publishing Company, Des Moines 3, Iowa 


*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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84th of a series 


The NEWS of the ROCKIES 


Linage is a tried and true measure of 
newspaper vitality. In 1956, Denver's 
Retail Advertisers placed 12,280,530 
lines in the Morning and Sunday Rocky 
Mountain News. 
(Media Records) 


Department Store Sales... 


WASHINGTON, April 18—Depart- 
ment store sales in the week end- 
ing April 13 rose 7% above sales 
for the similar week of 1956, the 
Federal Reserve Board reported 
today. 

For the four weeks to that date, 
sales were 2% ahead, and for the 
year to date, sales were 1% ahead. 


s Of the 12 FRB districts, only one 
|—Cleveland—reported sales run- 
ning behind the week of a year ago 
(2%). All the others reported 
|gains. Richmond and Atlanta re- 
ported sales 17% ahead of a year 
ago. The other districts reported 
the following gains: Boston, 7%; 
New York, 10%; Philadelphia, 
11%; Chicago, 8%; St. Louis, 9%; 
|Minneapolis, 1%; Kansas City, 
7%; Dallas, 1%, and San Francis- 
leo, 4%. 


April 13 Week Sales Rise 7% 


Detailed breakdown of sales in 
these districts will be available 
later. For the prior two weeks sales 
were as follows: 


% Change from '56' 
Week Ending 


Federal Reserve Mar. Apr 
District, Area, and City 30 6 
UNITED STATES .......... —8 + 
Beston District ................ —19 +4 
Metropolitan Areas 
TRGGBTTE ccnnsencssssecsverscnevsoree , —19 +1 
Downtown Boston . — 20 +2 
Suburban Boston ...... —17 — 3 
Cambridge +4 4 
Lynn —10 —20 
Quincy — 26 —1 
Lowell — 26 +18 
Cities 
Springfield ................... — 20 +15 
Providence .............. —30 +17 
New York District .... r 7 + 8 
Metropolitan Areas 
en " —14 — 8 
New York-N.E. 
New Jersey ............. — 6 +12 
Newark 0.0.00 —7 +14 
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sales to their outlets with Trade M 


directories. 


mark in the Yellow Pages. 


Find Your 
Nearest Dealer 
In The 


Yellow Pages 


Displaying the Yellow Pages emblem 


HOW LEADING 


These are but a few of the more than four 
thousand manufacturers who are delivering 


Service in the Yellow Pages of telephone 
With Trade Mark Service, prospects quickly 


find your local dealers, distributors, whole- 
salers or branch offices under your trade- 


ark 


MANUFACTURERS 
DELIVER SALES TO THEIR OUTLETS 


And by displaying the Yellow Pages em- 
blem, shown below, in your magazine, 
newspaper and TV advertising, you add 
more mileage to your national advertising 


dollars and cash in on national and local 


in your advertising means more sales for your dealers. 


promotion by telephone companies. 

Call the Trade Mark Service repre- 
sentative at your telephone business 
office for further information. 
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Department Store 


Sales Barometer 


3 Change from 1956 i 
Week Ended 7% 2 
April 13, ‘57 4 /0 
Jan. 1, ‘57 to 1 
April 13, ‘57 §% 
New York ........ r—10 
Rochester ............... — 6 
Syracuse ......... —2 

Philadelphia District . . oy) 

Metropolitan Areas 
Wilmington .......... r+-18 
ye r— 6 
Lancaster . .r— 3 
Philadelphia +1 
Reading a ae | 
Scranton — . 19 
Wilkes-Barre-Hazelton ... r—1l1 
Cleveland District ......... — 9 
Metropolitan Areas 
CO — 6 
Akron. ......... soins —13 
SEIT ccceccnscisnsecees - 20 
I cecetenntnsetremenissresnecsen —4 
Columbus ............. — 9 
Springfield —33 
Toledo ..... —1i1 
Erie vaoundibioes —4 
Pittsburgh ........... . +7 
Wheeling-Steubenville 0 
Richmond District ....... —_— 7 
Metropolitan Areas 
Washington .......ccc see F—13 


Downtown Washington .. r—16 
Baltimore . r+ 1 
Downtown Baltimore -3 


Richmond susnenienn 4 


Atlanta District r— 8 
Metropolitan Areas 
Birmingham. ......... . -13 —1 
Jacksonville ......... 21 +2 
Atlanta seiateneunhe — 4 +6 
Augusta ............. . F—17 — 6 
New Orleans ..... 20 + 6 
Knoxville . 22 + & 
Nashville . 14 +19 
City 
Ea 5 bd 
Chicage District ....... —2 +5 
Metropolitan Areas 
Chicago ........ ’ -2 + 8 
Indianapolis 4 + 8 
Detroit + 2 +3 
Milwaukee ............... 3 — 5 
St. Louis District .... —le +10 
Metropolitan Areas 
Little Rock ............ 22 +3 
Louisville ................ 16 +7 
St. Louis 6 +14 
BERS ctccnenan 4 +7 
Minneapolis District ... +5 0 
Metropolitan Areas 
Mpls.-St. Paul ........0:.0... + §& — 3 
Mpls. and Suburbs + 5 0 
GR. FORE ccna + 5 — 8 
Cities 
Duluth-Superior .... ~~ +6 +35 
Kansas City District .......... —18 +1 
Metropolitan Areas 
(A _ . r—16 —-1 
Topeka —17 +8 
Wichita eosagseante —10 +10 
aa ‘ r—28 +12 
TE cece 33 +11 
Oklahoma City ......... we = & —10 
ORD cemnememmnmesen ll + 2 
Cities 
an somes F—15 +5 
Kansas City .......... il — 1 
Dallas District —W —2 
Metropolitan Areas 
EEE asenesnsdcceniinmnstennensseses —21 — 6 
(a yxy ll 0 
Fort Worth --20 +11 
Houston .......... ~ .~ —22 —1 
San Antonio .................. - —S§ —2 
San Francisco District... —13 r414 
Metropolitan Areas 
Los Angeles-Long Beach -—1i1 +11 
Downtown Los Angeles —1l1 +13 
Westside Los Angeles ... —10 +10 
Sacramento ........... a * | +7 
a. yxy . —10 +7 
San Francisco-Oakland ... —20 +10 
San Francisco City .......... 21 +10 
UIT <encisitnietasncekineemiedinenes —19 + 6 
Portland ........... —14 +94 
Salt Lake City . —12 +10 
Seattle .......... 10 0 
Spokane ..... -4 +9 
TACOMA ....cccceccceceeee —19 +7 
r—Revised. 


*—Data not available. 

‘During March and April changes from a 
year ago reflect in part the fact that last 
year Easter was on April 1 while this year 
it will be on April 21. For this reason it is 
estimated that in comparison with last 
year an allowance should be made for a 
decrease in sales of about 8 per cent for 
the month of March as a whole and a cor- 
responding increase for the month of 
April. These allowances apply to the fig- 
ures for the United States. 


Gordon Best Names Kennedy 
James T. Kennedy, formerly 

with J. Walter Thompson Co. and 

Ted Bates & Co., has been appoint- 


ed copy director of Gordon Best 
Co., Chicago. 
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Along the Media Path | 


Seattle shoppers on Fridays will | 
hereafter be able to ride the Seat- | 
tle Transit System’s “dime shut- 
tle” free, courtesy of KING-TV. | 
The “dime shuttle,” operated in| 
Seattle’s shopping and business | 
district five days a week, costs 
shoppers half the usual fare the 
company charges for transit to| 
other parts of the city. With 
KING-TV’s new promotion, coin 
boxes will be capped and signs 
will announce the trip is free, 
courtesy of the tv station. 


e The Edwin T. Meredith Foun- 
dation, endowed by Meredith Pub- 
lishing Co., Des Moines, is offering 
six four-year scholarships for stu- 
dents entering college this year as 
part of the National Merit Schol- 
arship Corp.’s search for talented | 
high school graduates. Four Better | 
Homes & Gardens scholarships 
will be awarded to qualified stu- | 
dents for a four-year college course | 
in journalism or business. Two 
Successful Farming scholarships 
are being established for boys who 
plan to continue in agriculture or 
fields related to agriculture. The 
foundation was created to perpet- 
uate the memory of the founder of 
the publishing company. 


e WLW-T, Cincinnati Crosley | 
Broadcasting Corp. station, will | 
begin color telecasting in mid- 
June, with feeds to other Crosley 
stations: WLW-D, Dayton, O.; 
WLW-C, Columbus, O., and WLW- | 
I, Indianapolis, when that station 
opens Sept. 14. 


e The Reader’s Digest Assn. of 
Pleasantville, N. Y., has placed | 
an order for 108,750,000 pennies to| 
be filled by the U. S. mint in Den- 
ver. The order is one of the largest | 
single orders for pennies ever 
placed with the U. S. mint. Mag- 
azine spokesmen said the pennies 
will be used initially as part of an 
introductory offer for a $2.50 vol- 
ume of condensed books which will 
be sold for only 8¢. But customers 
will be asked to send in a dime 
and will get two bright Denver 
pennies in change. 


e The Cleveland Press is planning 
a new $10,000,000 publishing plant 
to be erected on a three-acre land- 
scaped site at the northeast corner 
of E. 9th and Lakeside Aves., over- 
looking the Cleveland lakefront. 


e The first annual Kraft news- 
paper and merchandising promo- 
tion award has been won by the 
Los Angeles Mirror-News in Class 
A (newspapers in cities above 
500,000 population); Pasadena 
Star-News in Class B (cities of 
100,000 to 500,000) and the Las 
Vegas Review Journal in Class D 
(cities under 100,000). 


e On April 5, The Grocer’s Spot- 
light issued its Super Market 
Convention extra, with a total of 
44 pages. 


e The New York Times, on Sun- 
day, April 14, published the “big- 
gest single national advertising 
promotion” ever to appear in one 
of its issues. It was a 56-page all- 
advertising magazine highlighting 
the province of Ontario, “Heart- 
land of Canada.” There were 81 
advertisers represented in the 
supplement, which was prepared 
under the supervision of Gordon 
Hogarth, travel and publicity di- 
rector for the government of On- 
tario, and Richard Roberts, public 
relations director of McConnell, | 
Eastman & Co., Toronto advertis- | 
ing agency. 


e Department of New Laurels: 
The April 15 Time carried a rec- 
ord 


| time last year. 


follows a new Time high for a} 
first quarter, when advertising 
topped $10,000,000. 

As of April 11, Redbook already 
had 17 more pages of display ad- 
vertising scheduled for 1957 than 
ran during the entire year 1956. 
This represents an increase of 42 
pages, or 23% more space than 
was on the books at this same 


Parents’ Magazine reports a lin- 
age gain of 20.6% for the May is- 
sue over 1956, and a gain of 
25.6% in advertising revenue, 
which is the highest ever recorded 
for the May issue. 

The Poultryman showed a 15.7% 
linage increase for the first quar- 
ter of this year and a 24.6% in- 
crease in net billings. * 


war wr wm — - -— BANOS OOST 


...with discretion, of course, since 
we feel it's important to know what 
our customers think of our work. After 
all, the important thing is what our 
customers have to say about us! And their 
continual compliments have helped 
us win new accounts. 


lof eavesdropping 


= 
= DAY AND NIGHT SERVICE 


) RELIABLE 
_etchcraft corp. 


315 W. Erie Street, Chicago 10, Illinois 
Telephone: DElaware 7-0033 


had WEY 


It Pays to Know Every Wrinkle 


Familiarity with your market pays off big. Take our 
case: PENNSYLVANIA FARMER is read by 9 out of 10 
rural families in the state. We know all the wrinkles— 
their way of farming, their organizations and customs. 


Full coverage and the high readership of PENNSYL- 
VANIA FARMER bring you extra sales. Besides, Pennsyl- 
vania is a top-third state in farm income. Cash intake 
is unusually steady every month of the year. Here’s 
multi-product stability—not a one-crop, one-animal 
economy. 


For triple effect add THE OHIO FARMER and MICHIGAN 
FARMER, equally popular in rich agricultural areas. All 
three papers are published twice each month and are 
4-color gravure printed to save the cost of plates. 
Want the full story? Write 1010 Rockwell Avenue, 
Cleveland 14, Ohio. 


$1,263,480 in advertising. It) 


SEETHER EEE TEETH EEE HEHEHE EEE Ee 


PENNSYLVANIA FARMER 


HARRISBURG, PENNSYLVANIA 


Fee eereeeee 


THE OHIO FARMER, Cleveland 
MICHIGAN FARMER, East Lansing 


EE 1958 Pennsyrania Farm Show 


Herrisburg — Jon. 13-17, 1958 
SHOW PREVIEWED IN THE JANUARY 11, 1958 SUE 
CLOSING DATE DECEMBER 16, 1957 
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Mrs. Anne Shelly Roth Dies 
Mrs. Anne Shelly Roth, 


ident of N. W. Ayer & Son, Phil-) Rochester Company 


82, adelphia, died April 9 in Elizabeth 
mother of Warner S. Shelly, pres- General Hospital, Elizabeth, N. J. Admits Guilt in 


The man from Cunningham & Walsh 


... getting basic training 

The genial salesman is Gene 
Judd, a copy supervisor in our 
advertising agency. He’s on offi- 


cial leave-of-absence from his 
own busy typewriter for a fur- 
lough of actual, factual selling. 

It’s a fixed policy of our 
agency that our creative and 


contact people spend one week a 
year working at the point of sale. 
We believe this sales action in 
the line of duty keeps our ad- 
vertising on target. 
Cunningham & Walsh, Inc., 
New York, Chicago, Los Angeles, 
Hollywood, San Francisco. 


Mail Fraud Case 


Rocuester, N. Y., April 16—The 
|corporation under whose banner 
free trips to Bermuda and mer- 
chandise were offered in a “con- 
| test” pleaded guilty to six counts of 
|using the U.S. mails to defraud. | 

Chief Judge Harold P. Burke! 
| said he will impose sentence April | 
| 22 in U.S. district court on Newman | 
|& Sons. The company operated a| 
|store at 210 Scottsville Rd., now | 
closed. 

The cases of three individuals 
arrested in connection with the 
| scheme remained pending, accord- 
ing to assistant U. S. attorney Don- 
ald F. Potter. 

They are Edward Newm2n, pres- 
| ident; Herbert A. Laurence Jr., vp, 
and B. Stark, an employe. 

The government charged the 
mailed offer of vacations and mer- 
chandise was used to lure people 
into the store where they would be 
“awarded” certificates entitling 
them to $60 in merchandise. The 
list price of the merchandise they 
chose was hiked so that in reality 
the certificates entitled the holders 
| to practically nothing, the govern- 
ment contended. . 


| 
| 
| 


|Wesley Aves Names McCarthy 

Wesley Aves & Associates, Chi- 
cago, has appointed Robert J. Mc- 
Carthy an account executive. Mr. 
| McCarthy formerly was manager 
‘of the Houston office of Mac- 
Manus, John & Adams. 


“HOWARD'S MILLION DOLLAR “SELLORAMA™ FOR 


Advertising Age, April 22, 1957 


Ali MAKES =Ahh MOOELE 


i. 


AP | 


"HOWARDS CARS St 


= were re cae 


MAIWELL HOUSE COFFEE 
Sas AT NOWwAReS 
ee 


roment 
romoanow 3 
on Loo 
ry 
G 


mas 
cones 
i) 


——m 


PROMOTERS—H oward’s, Clearwater, Fla., offers everything from hair- 
cuts to automobiles to coffee in this unusual newspaper spread 


heralding its “Sellorama.” Howa 
ments are bursting with “bargai 


rd’s 29 widely diversified depart- 
ns” in the company’s drive to hit 


the $1,000,000-mark in April sales. 


Botsford Agency 
Wins Honors in 
Seattle Competition 


SEATTLE, April 16—Olympia 
Brewing Co. and its agency, Bots- 
ford, Constantine & Gardner, took 
top honors in the tenth annual ad- 
vertising awards sponsored by the 
Advertising & Sales Club of Se- 
attle. 

Olympia beer won first spot in 


the category of regional and local | 


advertising with annual budget of 
more than $100,000, then took the 


GREATER 
CINCINNATI 


sweepstakes Roy S. Marshall 
memorial award for the best in the 
entire competition. 

A year ago another beer, Rain- 
ier, and its agency, Miller, Mackay, 
Hoeck & Hartung, won the Mar- 
shall sweepstakes. 

This year’s awards had a Bots- 
ford, Constantine & Gardner look 
in more spots than one. The Se- 
attle office of this agency shared 
with its clients four out of 12 first 
places. 

Cole & Weber’s Seattle office, 
with its clients, shared two first 
places, the only other agency to 
get more than one recognition this 
year. 


s The list of awards follows: 


e National: More than $100,000— 
Washington State Apple Commis- 
sion; Cole & Weber. $50,000-$100,- 
000—Red Cedar Shingle Bureau; 
Botsford, Constantine & Gardner. 
Under $50,000—King Broadcasting 
Co.; Miller, Mackay, Hoeck & Har- 
tung. 


|@ Regional & local: More than 
$100,000—Olympia Brewing Co.; 
BC&G. $50,000 to $100,000—West- 
ern Hotels Inc.; Cole & Weber. Un- 
der $50,000—Washington State 
Ferries; Cole & Weber. 


e Industrial: More than $50,000— 
Simpson Logging Co.; Merchandis- 
ing Factors Inc. $15,000-$50,000— 
St. Paul & Tacoma Lumber Co.; 
Condon Co. Under $15,000—Totem 
Equipment Co.; Alfred L. Gold- 
blatt Advertising. 


;@ Retail: More than $25,000—Bon 
Marche. Under $5,000—Ivar’s Fifth 
Ave.; Pacific National Advertising 
Agency. 


|@ St. Paul & Tacoma Lumber Co., 
winner in the middle bracket of 
industrial advertising, is to be 
merged with St. Regis Paper Co., 
subject to approval by stockhold- 
ers of the two companies. How ad- 
vertising of St. Paul & Tacoma’s 
lumber, plywood and building ma- 
terials will be handled is not yet 
known, ADVERTISING AGE was told, 
but it is assumed at the company 
that it will continue as a division 
of St. Regis and with the same 
agency. 

Judges were Robert Wheeler, 
Young & Rubicam, San Francisco; 
Prof. Dan Warner, director of 
the advertising division, school of 
communications, University of 
Washington; and Frank Bruguiere, 
editor, Western Advertising. . 


* 


/George DePue Joins Grey 

George DePue, who at one time 
headed his own agency, Robert, 
Ambrose & DePue, has been ap- 
pointed an account executive of 
Grey Advertising Agency, New 
York. Most recently a vp and ac- 
,count executive with Bryan Hous- 
jton Inc., he also has been with 
Biow Co., French & Preston and 
Robert W. Orr & Associates. 
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Hearst Dailies 
Hit Summerfield, 
Ask Resignation — 


New York, April 16—Two 
Hearst newspapers yesterday de- 
manded the resignation of Post- 
master General Arthur Summer- | 
field. 

The New York Journal-Ameri- | 
can, which cited the “arrogance” | 
of Mr. Summerfield three times in 
a Page 1 editorial, declared he “has 
lost the confidence of the public” 
by cutting down postal services. 

Mr. Summerfield was guilty of 
a “bureaucratic shakedown” of 
both Congress and taxpayers, the 
Journal-American said, when on 
Saturday he canceled all regular 
mail deliveries. 

“Mr. Summerfield high-pres- 
sured a congressional committee 
into voting him $41,000,000 extra 
to run his department through the 
remainder of the fiscal year, end- 
ing June 30,” the editorial con- 
tinued. “But even this did not 
move him to call off his cutback 
of services. He demands the mon- 
ey ‘in hand.’ 


® “His arrogance 
the operations of business and 
gravely inconvenienced the Amer- 
ican people. The crack-of-doom 
methods he has used raise ques- 
tions of his efficiency and com- 
petence. Whatever bureaucratic 
victory he has gained, the Post- 
master General has lost the con- 
fidence of the public. He ought tc 
resign.” 

Yesterday morning, The Daily 
Mirror, the other Hearst newspa- 
per here, carried an_ editorial 
titled, “Arthur Go Home.” The 
Mirror called Mr. Summerfield “a 
liability to the Eisenhower ad- 
ministration” and said: “There are 
congressional demands that Mr. 
Summerfield resign; one even that 
he should be prosecuted. We'll be 
charitable about the latter. We 
don’t want the fellow to go to jail. 
We'll be satisfied if he just quietly 
goes home.” e 


Alexander Joins Augstein 
Henry W. Alexander, formerly 
sales promotion and advertising 
manager of Higbee Co., Cleveland, 
has been named advertising man- 
ager of S. Augstein & Co., New 
York, maker of Sacony apparel. 


Have You Ever 
Built A Float? 


If you are ever suddenly faced with 
the need to supervise the building of 
a float—and many an adman gets 
assigned to this task—you'll find 
yourself face to face with plenty of 
unique problems. 

You'll want the sound advice and 
guidance of an expert float builder. 
You can get that advice right now in 
the big MAY issue of ADVERTIS- 
ING REQUIREMENTS. 

Just clip this ad, attach $3 to your 
business letterhead and mail today 
for a year’s (12 issues) trial starting 
with the May issue. 

Each and every issue of AR is 
dedicated to the proposition of bring- 
ing you the latest ideas in advertising 


production, promotion and merchan- | 


dising. 
Nothing else like it anywhere. You 
won't be disappointed—but if you 


are, you get your money back—in 
' | 


full! 

Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


BLANKETED—Five million King Korn stamps—enough to carpet half 
an acre of land, and more than enough to provide a carpet for Ardel- 
la Thewis, King Korn Queen—were given away at the St. Paul 
Better Homes show in what a King Korn spokesman called “the 

biggest single promotion in trading stamp history.” 


71 


Ellington Adds Account |ton & Co., New York, to handle a 
The National Assn. of Hosiery | national promotion drive for men’s, 
| Manufacturers has named Elling-! children’s and infants’ socks. 


Give Your Sales 


a SPRING TONIC 
with a PONY 
Give-Away 


@ Never has there been a drawing card 
like a “Give-a-Pony” promotion. 

@ Steadily used by such promotion-wise 
leaders as Pillsbury, Swift, Nestle, etc. 

@ Great for New Product promotions, Store 
Openings and Contests. 


Write for details. Entire promotional plan for your use developed in 
conjunction with the nation's top-notch agencies and accounts. 


Rowley Joins ‘Charm’ 


Henry 


Rowley, formerly 


New York, 


as manager of the 
with | “Shop Here” mail-order advertis- 


House & Garden, has joined Charm, ing department. 


Get the full sory today... Fashion Club Shetland Pony Sales Co. 


write or phone 749 Rush St., Suite 1 ¢ Chicago 11, Ill. « DE 7-7566 


has hampered ~ 


| 


| 


in Canada 


retail sales 


If you want your advertising message to do a man-size selling job in the 
Canadian market—put it in the 8 Southam Newspapers. 


More than 1,550,000 readers daily in a market that spends over 2 BILLION, 
248 MILLION dollars annually at the retail level is too big a market 

to miss. That’s a retail market exceeding all of Metropolitan Cleveland and 
New Orleans combined—and it’s a market sold effectively only through 

the 8 Southam Newspapers. 


Be sure you get your share of this great Canadian market—put all 8 
Southam Newspapers on your media list. 


YOU GET ACTION WHEN YOU ADVERTISE IN 


THE SOUTHAM NEWSPAPERS 


OTTAWA 


Citizen 


CALGARY + MEDICINE HAT - EDMONTON + VANCOUVER 


Herald 


HAMILTON 


Spectotor 


News 


are greater than 
those of Cleveland ®> and 


New Orleans combined! 


in our 


FASI7A 


NORTH BAY «+ 
Nugget 


WINNIPEG 


Tribune 


UNITED STATES REPRESENTATIVE 
Cresmer & Woodward Ine. (Can. Div.) 
New York, Detroit, Chicago, 


San Francisco, Los Angeles, Atlanta 


Journal Province 
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“Glamor ... takes the eyes of agency heads ...off the main target—profit... 


30 Years an Agency Head 


Waters Praises Smaller Agencies 
for Effectiveness, Profitability 


Agency Gives Account 


Men Full Sway; Risks Loss | 


‘for Sake of Client’ 


|the Campbell Kids with rhymes, 
|and I thought that looked like fun. 
“IT got my first job when I got 
| out of high school at 17. I went to 


Columbia for six years at night. 

By Milton Moskowitz That’s how I got my college de- 
5! gree. I started working for a color 

New York, April 16—Few ad-| printer, Munroe & Harford—I 
vertising agencies have lived to| don’t know if it is still in business. 


the ripe old age of 30. Even fewer | 
have functioned for that period of 
time under one continuous man- 
agement. 

Norman D. Waters & Associates 
qualifies today on both counts, and 
Norman D. Waters, founder and 
president, takes a certain amount 
of justifiable pride in this stability. 

Looking a very young 51, Mr. 
Waters talked at length the other 
day about his three decades in 
advertising. 

Mr. Waters concedes that adver- 
tising “has been very good to me,” 
but he takes a decidedly pessimis- 
tic view of today’s agency busi- 
ness. What disturbs him most is 
the trend to bigness. 

“I would like to defend, if it 
needs defending,” he said, “the 
role of the small advertising agen- 
cy. I’m not talking about my own 
agency. We’re probably in the first 
5% of agencies, billingswise. 


8 “You recently published govern- 
ment census figures showing that 


“IT planned my whole life out 
when I was a kid. I decided that 
my first job should be with a 
printer—that was before the days 
of radio, remember. I stayed there 
for a year and then moved on, fol- 
lowing my plan, to a publication. I 
| joined Robbins Publications when 
|I was 18—that was back in 1924 
|—and I was assistant manager of 
their advertising services depart- 

ment. 

| “A great deal of Robbins Publi- 
cations advertising was not placed 
| through agencies then, and we had 
| to whip out as many as 50 ads a 
—_ It taught me to be quick on 
|my feet and work fast. 


s “From there came my big break, 
I guess. I went to the Frank 
Presbrey agency and asked to see 
the copy chief. I put my hat and 
coat on the coat rack and an- 
nounced it was there to stay. I 
was 19 years old, and it wound up 
| with my getting a job as a cub 
| copywriter. 


103 agencies handle more than “y aes : : 

. : - 8 was put in a room with 
50% of the business. I think this| ,meone called J. A. Kingman, 
is a sad state of affairs. There are 


about 3,500 agencies in the coun- 
try. What about the other 3,000? 
Obviously, the trend is an alarm- 
ing one. We should be encouraging 
individual enterprise, instead of 
bigness and orthodoxy. 

“You know what story gave me 
the biggest kick I have ever gotten 
out of a story? It was the recent 


one quoting Fairfax Cone as say-| 


ing, ‘I am hopeful that a large 
agency can do just as intimate a 
job creatively as many smaller 
agencies do.’ Now, that’s from 
Fairfax Cone, and it proves my 
point.” 

Mr. Waters started his agency 
at 1140 Broadway on St. Patrick's 
Day in 1927. Today, it occupies the 
eighth floor at 6 E. 39th St.—once 
a floor of the Federal Advertising 
Agency. 


e “I decided on an advertising | 


career when I was 12 or 13 years 
old,” Mr. Waters said. “When I 
was a kid, I wrote poetry which 


appeared in the New York Times, 


Ladies’ Home Journal and the old 
New York Sun. At that time 
Campbell Soup was advertising 


|who I thought was a senior copy- 
writer. After a while I was called 
in to talk to Mr. Presbrey and it 
|turned out Mr. Kingman was a 
| key vp and account executive. I 
| was made assistant to Kingman at 
$150 a week. What would that be 
worth in today’s money? 


s “My chief then became very ill, 
and as a result I was thrown into 
responsibilities that would have 
been his. I was lucky enough to 
come up with good creative ideas 
for my accounts. 

“For Cunard steamship line— 
The steamship business was doing 
horribly then, and I conceived the 
idea of ‘college cabin class.’ You 
know how college kids want to 
travel at the lowest possible fare. 
At that time, they were still call- 


|tionized bank advertising, 


Many agencies have pushed to grow... 


Advertising Age, April 22, 1957 


and pushed themselves out of business.” 


to save. I conceived for Bowery | his children became ill and he had; count is handled by him. Natur- 


the first advertising program for 
planned savings. It was called the 
‘Getting on plan,’ and it revolu- 
right 
down to the present day. 


s “The advertising business is 
supposed to be a young man’s 
business. And it is, in the sense 
that youth has this terrific imag- 
ination, and that’s what makes 
the advertising business go ’round. 
However, I have seen older men 
who have never lost this creative 
imagination. 

“Advertising helps to keep you 
young. You have to look at things 


as they should be, not as they are.) 


Everything has to annoy you. 

“Well, along came my schedule. 
I knew when I was 12 years old 
that I was going to start an adver- 
tising agency. So I started Nor- 
man D. Waters & Associates. My 
personal life was also involved. I 
met a girl when I was 21 and we 
were married a year and one day 
after I opened the agency. 


“In the early years we didn’t| 
and we did a} 
great deal of direct mail for re-| 


have much money, 


tailers and soft goods manufac- 


turers. I analyzed all of the oppor-'| 


tunities and decided that a small 
agency would be better off to 
specialize. And I thought the soft 
goods field had the greatest poten- 
tial. 


s “We handled display material, 
working in the children’s field, 
men’s field, handbags. In the be- 
ginning, we were more in the ad- 
vertising service field. We worked 
our way gradually into an agency 
operation. 

“When we had a party two 
weeks ago to celebrate our anni- 
versary, Conde Nast sent a con- 
gratulatory telegram recalling that 
our business relationship began 
March 11, 1931. 

“This agency has made a profit 
every year of its existence. We 
never borrowed a dollar. We never 
had a credit loss. We never paid 


one bill one day late, regardless of | 


discount. And we have never been 
in court, on either side of the 


| fence. 


ing it steerage or third class. The | 


Saxonia was the first boat to sail 
with college cabin class, and the 


kids were hanging from the raft-| 


ers. 


“On Bowery Savings Bank—Up 
to that time, banks merely pub- 
lished their annual statements. I 


“I guess I have broken all the 
rules. I have never solicited an | 
account of a friend. In a business | 
where contracts are supposed to} 
be signed on the golf course, I! 
think that’s a little unusual. 


® “Dozens of top advertising 
men have worked here and gone 
off, on their own or with larger 
agencies. There was Irwin Engel- 
more, he was with me for four or 
five years in the beginning. Howie | 
Wilson, copy chief at Kenyon & 
Eckhardt, got his first job in ad-| 
vertising as my assistant. Charley 
Whitebrook was with me for near- 


felt they should encourage people|ly 20 years. He left only because 


| to go to Florida to work. 

“As far as the agency business 
| is concerned, we have observed 
|that some agencies are very vol- 
ume-minded rather than profit- 
minded. We think agency heads 
should think twice about trying to 
become big just for the sake of 
bigness. We have never disclosed 
our volume to anyone except pub- 
lications in which we place ads— 


ally, this results in a closer rela- 
|tionship and a higher caliber of 
creative work for the client. 

| “We have five account execu- 
| tives here, each of whom operated 
|his own agency for a period of 
| years. I think that the develop- 
ment of the account executive 
system has been engendered by 
the agencies’ own selfish point of 
view. What I mean is that a great 


and you guys are probably mad at | many agencies believe they should 

us because we have never even|have a new business team to get 

cooperated with ADVERTISING AGE| accounts and separate teams to 

on volume figures. I just don’t | service accounts, so that the agen- 

think it’s of importance to anyone | cy itself owns the accounts. 

except publications we use. 
| 


@ “I think a good agency has to 


| 


| @ “In the agency field, generally 
| speaking, it’s simply not good 


| “I planned my whole life...” 


| business to be so volume-minded. 
All of the glamor that the trade 
| press gives to bigness takes the 
eyes of agency heads off the main 
target—profit. Many agencies have 
pushed to grow and pushed them- 
selves out of business. 

“For many years, I suppose, I 
j}have been one of the best-paid 
men in the advertising field. And 
this shows that if a man wants to 
operate his agency on the profes- 
sional service level, it can be done 
successfully. It’s important to have 
an agency that is secure and prof- 
itable. 

“I don’t see how an agency can 
be a good advisor to business if 
it is not a good business itself. 

“I’m not saying a multi-mil- 


have all-around men, and this has 
led to an account executive system 
that some people have been prone 
to criticize—‘vest-pocket’ accounts, 
I think you call it. We have a con- 
|tract that guarantees criss-cross 
| protection to an account execu- 
tive. We recognize that his ac- 
counts are his property, and he 
recognizes that other accounts are 
the property of other account men 

“This results in closer coopera- 
jtion and teamwork within the 
agency. Of course, account men 
have left with accounts. But that’s 
a chance an agency has to take, in 
the interest of its clients. 

“Know what you want out of 
life—that’s the important thing. I 
know people who are very wealthy 
and who always talk about work- 
ing long hours and never taking 
vacations. 

“I feel sorry for those people. I 
|don’t believe business is an end. 
| It’s only a means to an end. My 
| wife and I both love vacations. 
| Vacations are the reason for my 
| not having ulcers in an ulcer busi- 
ness. We go to Europe at least 
once a year. We were over last 
summer for three and one-half 
weeks and we're leaving again on 
Good Friday for two and one-half 
weeks. 

“I always come back from vaca- 
tions full of steam and new ideas. 


“Also, I don’t believe in night 


| work. I think that’s another rea- 
son for not having ulcers. I catch 
the 5:51 every night for Mamaro- 


lion-dollar account should not have | neck. My secret love, I guess, is 
a big agency. It must. I’m talking | poats. I have an 80’ sloop which I 
about the average advertising ac-| bought in Copenhagen. We’ve won 
count. the cup in our handicap class for 
| four years. My son has his own 20’ 

s “Some small accounts have been | boat.” 
attracted to big agencies because Now that he is embarking on his 
of their glamor. But you can’t get| fourth decade in the advertising 
around one plus one equaling two,| business, however, Mr. Waters 
which means they are handed|does admit to some misgivings, 
down the line and maybe someone | particularly when he thinks of his 
of mediocre ability ends up direc-|son, who is graduating from 
ting and servicing that account. | Brown this June and who has ex- 
“In an agency of my size, from! pressed a desire for a career in 
the word go, such an account is | advertising, “although I have done 
approached by an account execu-| everything possible to discourage 

tive who has knowledge of all him.” 
facets of the business and the ac- Mr. Waters feels that he would 
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Advertising Age, April 22, 1957 


like to have a more substantial 
shop, and he says he now wants 
“to build a better and larger agen- 
cy. In order to do this, I will have 
to change some of my ideas about | 
seeking new business. We’re going 
to be more alert to new business. | 
I think maybe it’s time to think a_| 
little of the glory, too.” 

|Two agency heads (Harry Wa- 
terston and Marvin Sherres) closed 
their shops in 1956 and joined 
Waters. | 


# “I don’t know, if I had to do it 
all over again, whether I wouldn’t 
try to get established with a prod- 
uct and just work to build that one 
brand. At least, then you have 
something when you are finished. 
After all, what do you have left 
when you are in the agency busi- 
ness?” 

Returning to his original theme, 
Mr. Waters said: 

“I still think, though, that the 
future of the advertising business 
depends on the small agency. 
Small agencies are the ones who 
spend time ferreting out adver- 
tisers and developing accounts. 
Someone has to do this job. And 
the whole field owes them a lot. 

“I have no bones to pick with 
the big agencies. I just feel that 
the average account is better off 
in a shop where he is an important 
client rather than where someone 
is doing him a favor. 

“I also think that the average 
agency isn’t properly appreciated 
by the trade press or the public 
generally. The only time a small 
agency gets into the trade press is 
when it signs an account, loses an 
account or goes out of business.” 


Sales ‘Excesses’ Are 
Auto Makers’ Fault, 
Canada Study Finds 


Orrawa, April 16—Some of the | 
excesses in the retailing of motor | 
cars—bootlegging, price packing, 
over-allowances on trade-ins, mis- 
leading advertising, unsound cred- 
it terms—are cited in a report on 
the Canadian automotive industry 
prepared for the Gordon commis- | 
sion on Canadian economic pros- 
pects by Sun Life Assurance Co 

The report puts prime responsi- 
bility for the unsound conditions 
in the retailing of cars on the 
manufacturers. 

Increased emphasis on volume | 
selling by the major makers has 
resulted in consolidations in dealer | 
ranks “that has not necessarily | 
strengthened the industry's retail 
selling organization,” says the re- 
port. | 


s There are about the same num- | 
ber of dealers today that there | 
were 15 years ago, the report notes. 
This “reinforces the view that fac- 
tory pressure for volume has con- 
tributed importantly to the aanaet 
general decline in merchandising | 
methods and dealer morale that) 
clouds automobile retailing today.” | 
Conflicting evidence makes it | 
difficult to say how much the deal- 
ers have suffered, the report finds 
The makers are in a position to 
restrain the extremists among their 
dealers if they wish to do so, it 
says. The report does not expand 


on or explain its reference to 
“misleading advertising” or the 
other “excesses” mentioned. . 


Set Spring Shoe Campaign 
National Shoes Inc. is scheduling 
advertising with the theme, “The 
shoe on your mind costs less than 
you think,” as part of a record 
spring campaign. The drive is us- 
ing daily and weekly newspapers 
in 11 markets in the five eastern 
states where National sells. Spot 
radio announcements are sched- 
uled for 25 markets and on WRCA- 
TV, plus an insertion in Parents’ 
Magazine. Emil Mogul Co., New 
York, is the agency. 


BORDERLESS BOARDS—This cut-out bulletin installed in Detroit repre- 

sents a new look in Chevrolet outdoor paint displays. Features of 

the program are the use of “bleed boards” and company control of 
locations. Campbell-Ewald is the agency. 


‘Inside Innkeeping’ Tells 
Story of Hotel Business 
“Inside Innkeeping,” by Donald 


|E. Lundberg, adds up, in light-| 
hearted fashion, the story of ho- | 


| tels and early times to the lush- 
| promotion days of Miami Beach 
and the current motels. “Innkeep- 
ing probably had its origin,” Mr. 
Lundberg starts off, “when some 
|caveman, as shrewd as he was 
| hairy, decided to charge one ar- 
rowhead for a bed of boughs com- 
| plete with running brook.” 

| The book includes tales of eat- 
ing complete with anecdotes about 


world-famous chefs such as Escof- | 
fier, and winds up with stories | 
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page paper-bound book, with bib- 
liography, sells for $2.50. Wm. C. 
Brown Co., Dubuque, is the pub- 
lisher. 


Ready frisket that stays down, will not blow 
up, easily removed, stays tacky indefinetly, 
extremely transparent, leaves no residue. 


Phone SUperior 7-2006-7 - Somples on request 


about “Heroes in Hoteldom”—Ritz, | $$ Artist Materials Inc., 712 North State, Chicago, Ill. 


Statler, Hitz and Hilton. The 170- 
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in Canada 
newspaper advertisers get a 


PLUS’ 


service 


*By its HOOKER technique The Canadian Daily Newspaper 


A national advertiser had just approved advertising to 
introduce a new product from coast to coast. It was 

to run in Canada’s primary medium : Daily Newspapers. 

His agency then brought up the question of ““Hookers’’: 

“If you wish” said the A.E., “‘these newspapers will 

contact your dealers in their home towns and suggest they 
run small ‘name’ registration advertisements below yours.” 


The sales manager was hesitant but with the support 
of the advertising manager the agency suggestion 
of “hookers’’** was approved. 


With the result that the campaign was postponed three weeks ! 


When representatives of the daily newspapers visited 

the dealers on the lists supplied by the manufacturer, 

it was found that what the sales manager fondly 

believed to be “practically 100% distribution’’ was actually 
less than made it profitable to run the campaign. 


So an extra drive for distribution was put on. Thanks to 

the efforts of newspapers, dealers were not only 

persuaded to stock the merchandise but also to buy space 

to tell prospects ‘“‘where to buy”’ the merchandise advertised. 


What might have been another inexplicable advertising flop 
turned into a sales success. Good news for this medium, 
agency and advertiser . . . not to mention the ultimate 
consumer who did not need to “‘turn to the yellow pages’”’ 

to find out where to buy the advertised merchandise. 


Dozens of stories like this in the files of the 

Canadian Daily Newspaper Publishers Association explain 
why we of the agency association in Canada are hearty 
supporters of CDNPA’s hooker technique. 


**A hooker gives a retailer’s name and address, and is voluntarily appended 
by him to a manufacturer's advertisement. 


THE CANADIAN ASSOCIATION OF ADVERTISING AGENCIES? 


+CAAA member agencies place 90% of the total national billing in Canadian media 
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The People’s Watchdog — 


The American NEWSPAPER 
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—a major contribution in the public interest 


—made by the Pittsburgh Post-Gazette 


NEWSPAPER INVESTIGATES — 
SUPREME COURT REPUDIATES WITNESS 


As a result of a series of articles in the Pittsburgh POST- 
GAZETTE, top agencies of the United States Government, 
including the Supreme Court, have renounced a witness be- 
cause of his vague and contradictory testimony. 


More than a year’s investigation, by a POST-GAZETTE 
reporter, preceded publication of the first article. He revealed 
that the witness had been arrested three times, and dis- 
covered inconsistencies which caused doubt of the truthful- 
ness of his testimony. 


Following the POST-GAZETTE disclosures, the United 
States Attorney for the Western District of Pennsylvania 
recommended a review by the Justice Department of Federal 
proceedings in which the informer had given testimony. 


The Supreme Court, when the Justice Department called 
to its attention the facts discovered by the POST-GAZETTE, 
described the witness’ testimony as “tainted.” The Chief Jus- 
tice, in announcing the action, said that since the government 
conceded “the untruthfulness of the witness on occasions 
other than this trial, he has been wholly discredited.” 


NO WONDER the people BUY 


57,000,000 newspapers every day, 
for which they pay over $3,500,000 daily 


It is important for advertisers to remember — People welcome advertising in newspapers 


Published in the interest of all Newspapers and Advertisers by 


Moloney, Regan & Schmitt 


HERBERT W. MOLONEY, President 
Newspaper Representatives Since 1900 
Representing Newspapers Only 


NEW YORK ® cuicaco % petroir % PHILADELPHIA % BOSTON %& ST Louis % SAN FRANCISCO %¥ LOS ANGELES % DALLAS % MIAMI 
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Fea ture Sec tion Woolf Gives a Consumer's View 


dvertising Age 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


C. M.—It Takes Time to Sail 
Connie Scores Victory in Drawthinks 
Food in Food Stores? Weiss Asks 


: Salesense in Advertising ... 


Speaking as a Consumer... 


o 
—— 


By James D. Woolf 
Advertising Consultant 


Speaking as a consumer, I find myself 
unimpressed, to put it mildly, with the 
advertisements reproduced on this page. 


e The Armstrong Ceilings ad. Having 
had a hand in rearing four youngsters— 
two boys and two girls 
—I am intimately fa- 
miliar with such riot- 
ous situations as you 
see in the Armstrong 
photograph. I am also 
familiar with noise- 
trapping ceilings. 
There is nothing in my 
experience that en- 
courages me to accept 
as gospel truth this 
Armstrong copy claim: “The two knights 
in armor are giving no quarter while ‘Sir 
Lancelot’ is being prepared for the fray. 
What a racket—especially while Dad is 
talking to company. Noisy situations like 
this wouldn’t bother you a bit if you lived 
in the home shown here .. . because the 
builder . . . had the good sense to install 
an Armstrong Cushiontone ceiling.” 

I not only don’t believe this ad; I am 
irritated by Dad’s bad manners. No host 
with the slightest sense of propriety 
would permit or encourage his kids to “go 
at it hammer and tongs” in the room in 
which he is entertaining company. 

One final point: Armstrong ceilings ab- 
sorb only “up to 75%” of the noise that 
strikes the ceiling. What about the re- 
maining 25%, or more, that isn’t muffled? 
And isn’t there a heap of noise that cir- 
culates around the room without striking 
the ceiling? 

I know for a fact that Armstrong ceil- 
ings are excellent, but—speaking as a 
consumer—this ad leaves me cold. 


James D. Woolf 


e The Canada Dry ad. According to my 
rough estimate, there are a dozen quarts 
of Canada Dry beverages in this kid’s 
shopping cart. Says the headline: “The 
day Jimmie went shopping...he got 
enough sparkling Canada Dry ginger ale 
and the 10 tempting flavors to last his 
family two whole days.” Two whole days! 
Great Scot! If my Jimmie, at this Jim- 
mie’s age, had pulled a stunt like that he 
would have found himself in deep, deep 
trouble. 

But Jimmie or no Jimmie, this ad 
doesn’t make much sense to me as a par- 
ent. Would you allow your children to 
drink five or six quarts of carbonated 
beverages a day? Would any sensible par- 
ent permit such greedy guzzling? And 
think how it would wreck your budget! 


e The Revlon ad. “Fresh... young... 
alive! Here’s the look you've been looking 
for!” exclaims the headline. Oh yea! This 
gal may look young, but I can’t figure in 
what way she looks “fresh” and “alive.” 
Those dead pan, weary, half-closed eyes! 
That slack and gasping opened mouth! 
Going... going...gone! Quick, doc, the 


No need to keep children quiet 
in this SOL ND-CONDITIONED home 
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Armstrong cenimos 


Tresh..cvoung...alive! Here's the look you've 


been looking for! 


— tee 


oxygen tent! 

Maybe women go for the new “fashion 
look” currently so much the vogue in ad- 
vertising. But I’m not so sure. It was a 
group of women who called this Revlon 
ad to my attention. 


e The Soft-Weve ad. The notion that 
Soft-Weve (or any brand of toilet paper) 
is “Probably the most noticed luxury in 
your home” is, to me, complete nonsense. 
As a home owner and frequent host, I am 
not flattered when I am told that the nic- 
est thing I have to offer my guests is the 


Probably the moet noticed luxury 


im your hone 


Soft-Weve Scott a 


le, 


tissue roll in my bathrooms. 

Speaking now as an admaker, it is my 
opinion that the situations portrayed in 
those ads are unreal and not true to life. 
“We believe a thing,” wrote Frederick H. 
Lund, in “Emotions of Man,” “as long as 
there is nothing in our experience to deny 
its reality ... We believe in the reality of 
a statement as long as there is nothing to 
dispute or contradict it.” 

I believe there is plenty in the experi- 
ence of average families to contradict the 
concepts shown in these four ads. e 


ng Canada Dry 


two whole dave! 


Just Looking... 


In his essay, “Is Our Common Man 
Too Common?” Joseph Wood Krutch 
says: 

“If there is such a thing as respon- 
sibility on the part of those most pow- 
erful and best informed toward those 
whose appetites they feed, then no 
provider of... television programs can 
escape the minimal duty of giving the 
public the best rather than the worst 
it will stand for.” 

There is something of a dirty dig in 
that conditional clause. And in the rest 
of his essay Mr. Krutch speaks of ad- 
vertisers in terms that build no con- 
fidence in his objectivity. 

Still, I think he should be paid at- 
tention. 

It is not enough for us to answer: 
“Our business is to make and sell cig- 
arets and automobiles and cake mix— 


By Walter O'Meara 


not to raise the cultural level of the 
nation.” And few of us, I think, would 
want to make that answer. 


® Most of us recognize that advertising 
has become so huge a force, so closely 
identified with the whole of American 
life, that we who “provide” it cannot 
possibly escape a responsibility that is 
grave indeed. 

As a matter of fact, few among us 
would wish to escape it. No segment 
of American business, it seems to me, 
is more keenly aware of its impinge- 
ment on the nation’s taste than the ad- 
vertising business. 

Admen, in general, recognize an ob- 
ligation here; and, within the limits of 
practicability, are doing their best to 
live up to it. So please, Mr. Krutch, 
don’t shoot the piano player. » 
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On the Merchandising Front... 


Will Food Stores Return to Food? 


By E. B. Weiss 


Two basic factors may, in time, turn 
food super thinking back to food. That 
would be a marketing revolution almost 
as significant to the food producing in- 
dustry as the advent of the food super 
concept itself. 

Those two basic fac- 
tors are: 

1. The fairly obvious 
inability of the non- 
food foray and the gi- 
ant store units of the 
food supers to give 
their net profit per- 
centage anything re- 
motely resembling a 
decisive lift. (I have 
cited chapter and verse on this phase in 
recent columns.) 

2. The developing scarcity of choice lo- 
cations capable of providing the traffic 
required to produce the needed volume. 
There is no doubt at all that the remain- 
ing truly choice availabilities for giant 
food super units are narrowing down at 
an astonishing pace. (Also, in some of the 
few choice locations still available, the 
promoters are unwilling to permit the 
food super to function as a junior depart- 
ment store.) 


E. B. Weiss 


s In any event, I notice that, of late, there 
has been some small evidence of an in- 
clination on the part of some food super 
chains to eye the potentialities of opening 
food units in established non-food outlets. 
Thus, Food Fair had been negotiating 
with Alexander’s (the New York-West- 
chester ready-to-wear outlet) with an 
eye toward opening a Food Fair food unit 
in one or more of the Alexander stores. 
Similarly, the National Grocery Co., a 
New Jersey supermarket chain, has 
opened a unit in one of the store units of 
the famous Two Guys from Harrison dis- 
count stores—with two similar units in 
the planning stage. Under the agreement, 
the food super chain will limit its sale of 
housewares and eliminate soft goods en- 
tirely in these particular units, although 
these departments are important in the 
food chain’s existing outlets. 

There are other examples of this small 
trend in other parts of the nation. Some 
drug chains and some food super chains, 
for example, have opened jointly operated 
stores, with limitations on each “partner” 
with respect to category diversification. 
Some of these joint ventures date back a 
few years. 

Moreover, a few department stores 
have leased out food departments for 
some years. Even Sears has had—and 
may still have—leased out food depart- 
ments in a very few of its stores. 


® But at the moment it appears to me 
that more attention is being given this 
concept of opening food departments in 
non-food outlets than ever before—that 
is, more attention is being given to this 
maneuver by food supers than ever be- 
fore. 

From the standpoint of certain non- 
food outlets, I think the idea has great 
potentialities. Clearly, nothing produces 
store traffic like food. Why not, therefore, 
install a food department, or a food store 
within a non-food store, and capitalize 
this traffic? It makes good sense and, for 
the two reasons briefly stated at the start 
of this column, I think more and more 
food supers will be negotiating to this end 
with more and more non-food outlets. 

From the standpoint of the food pro- 
ducer, I think this infant trend should be 
decidedly encouraging. 

It seems to me that, when any retailer 
concludes that he must place increasing 
dependence on new merchandise cate- 
gories for a living net profit, that does not 
bode too well for his traditional lines. And 


I believe that total food volume has been 
hurt by the food super’s frantic chase af- 
ter non-food volume. 


® After all, it is only human nature to 
give extra attention to what is new. And 
when that something new actually, or ap- 
parently, is the major source of net profit, 
then it surely will gobble up a store’s in- 
ventory dollar, payroll dollar, promo- 
tional dollar, etc. 

Already, a substantial percentage of 
food supers are doing over 25% of their 
total volume in non-foods. At the rate 
these outlets are turning to non-foods, 
entirely too many new food super units 
will soon be crediting from 40 to 50% of 
their total dollar gross to non-foods. 

Even more disturbing, these food su- 
pers may conclude, on the basis of meager 
figures, that from 50 to 75% of their total 
net profit comes from non-food! 

And that, I submit, is hardly conducive 
to a healthy atmosphere at retail for at 
least some foods. None of us likes that 
which throws off a loss, or which in our 
opinion throws off a loss. And all of us 
like that which promises, and apparently 
delivers, a juicy profit. 


® Probably because of this sort of reason- 
ing, we find that the food super is tending 
to do the following: 

1. It is squeezing floor space assigned 
to food in order to make space for new 
non-foods or for expanded space for es- 
tablished non-foods. 

2. It is giving non-foods strategic floor 
locations—locations formerly given to 
food almost automatically. 

3. It is tending to look upon the food 
operation as “automatic,” and therefore 
devoting its best brains, best energies, 
and “best” finances to non-foods. 


= Some of the results of these actions 
and attitudes are as follows: 

1. The food super is out-of-stock on 
fast-moving food items to a degree that 
is truly dismaying. Under self-service 
conditions out-of-stock means “no sale.” 

2. It’s doing a poorer and poorer job of 
selling the full food requirements of each 
customer to the traffic in the store. 

Let’s spend a bit of time with that sec- 
ond point. I said that the food super is 
doing a poorer and poorer job of selling 
the food requirements of each customer 
to the traffic in the store. Statistics on 
this point show that: 

A. One large food chain gets only $7.31 
weekly out of a total food expenditure of 
$19.16 by its “regular” customers. 

B. Another large food chain shows 
comparable figures of $6.08 and $18.76. 


® Those figures were further broken 
down, for one of these two large food 
chains, into sales to customers according 
to degrees of loyalty. These figures 
showed that: 

A. From its most loyal top 25%, this 
food chain got $14.14 out of a total weekly 
food expenditure of $23.39. 

B. From the next most loyal quartile 
the figures were $6.52 and $17.43. 

C. From the third quartile—$2.99 and 
$16.23. 

D. From the least loyal quartile—84¢ 
out of a weekly expenditure of $18.10. 

Clearly, the food supers are not doing 
the food volume that could be done if they 
concentrated on selling food to the shop- 
pers in their stores. And, to the extent 
that they are cutting down on in-store 
space for food, etc., to just this extent 
does total food volume suffer. 


® In brief, I believe more food would be 
sold in this nation in 1957—if the food su- 
per concentrated on food and the few tra- 
ditional non-foods. I can’t prove this 
point, but I think the food processors will 
be inclined to agree that logic dictates the 
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Looks like the pinch is being felt. We mean the pinch of the airlines in 
transatlantic travel. Here is an ad sponsored jointly by 19 transatlantic steam- 
ship lines encouraging Europe-bound tourists to make the crossing by ship. 
Mention is made of the “annual conclave” in Europe of “many great organ- 
izations: Rotary International, the American Bar Assn., Boy Scouts of all 
countries, the American Legion, and the American Society of Travel Agents, 


Seems to us good sense to reach out for the trade of organizations—since, 
on a ship, a group of friendly people can enjoy themselves together. 

The great question left unanswered, however (whether the invitation is to 
a group or an individual family), is: unless it’s one of those trips of a lifetime, 
how does one manage to get enough time to spend almost a week going by 
steamer and a similar number of days returning, and still see anything of 
Europe? In our opinion, this is the great problem the steamship companies 
face. Maybe there are enough oil-well-owning Texans to keep the steamship 
lines busy. But us workin’ folk, we get two weeks. And even if we manage to 
squeeze in three (or squeeze out three—meaning out of the boss), after you’ve 
plunked down as much as a trip to Europe costs, you want to spend some 


We think an ad like this ought to meet that problem head on. Frankly, 
we'd like to have some reason given us for taking the time to go by ship. e 
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conclusion that an industry cannot 
achieve its full dynamic rate of growth 
when it is bottlenecked by an outlet that 
is turning elsewhere in a misguided and 
frantic effort to yank down its rising costs 
and yank up the net profit percentage 
(and both objectives it has so far signally 
failed to achieve). 

It is odd that the industry which gob- 
bles up about one-fourth of the public’s 
total shopping dollar—the food industry— 
must reach the public through an outlet 
that gives food less and less of its total 
capital investment, less and less of its in- 
ventory investment, less and less of its 
warehouse space, less and less of its store 


Employe Communications. . . 


<< 


floor space, and counts on less and less 
both for volume and more particularly 
for net profit. 

Even the huge A&P is apparently being 
forced into non-foods, despite statements 
by top management to the contrary. And 
yet I think this is a good sign because, tra- 
ditionally, the A&P has moved too late, 
as happened when the food super concept 
appeared on the scene. So I look upon the 
tiny bit of attention that some food su- 
pers are just beginning to give to food 
outlets in non-food stores as holding a 
glimmer of promise for the food industry. 

Maybe the food outlet will return to 
food. I think it would be a smart move. e 


Publication for Retired Employes 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Management is paying increasing atten- 
tion to retired employes. In the old days 


the service veteran was given a watch, a 
pat on the back and a nudge into the gath- 
ering twilight. That is beginning to 


change, and oldsters are now even being 
included in a special area of communica- 
tions. 
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THE MAGIC OF NEUTRACEL 


Hammermill unlocks the secrets of hardwood... 
makes printing on Hammermill Bond look even better 


W THEN you see printing on the 
new Hammermill Bond —letter- 
press, offset, engraving — you'll see 
a difference. And you'll feel the differ- 
ence, too. It’s all the result of a new 
and exclusive Hammermill pulp 
Neutracel ® 

With Neutracel, Hammermill now 
unlocks the superior papermaking 
properties nature grows in hard- 
woods. Papermakers have tried for 
years to bring these finer qualities to 
fine paper. Now Hammermill has 


done it! 


Neutracel’s hardwood fibers knit 
closely with other quality pulps —to 
give you Hammermill Bond with a 
more uniform formation. Hold a sheet 
of the new Hammermill Bond up to 
the light and you'll see this uniform 
distribution of fibers — the better 
formation that makes for a smoother, 
velvety surface for more readable 
printing, typing or writing. 

With Neutracel, Hammermil! Bond 
has greater bulk and opacity to lend 
importance and prestige to business 
and advertising printing 


With its exclusive Neutracel process, 
Hammermill has taken a $6,000,000 
step forward to bring you Hammer- 
mill Bond that 1) prints better—ask 
your pressman; 2) types better —ask 
vour secretary; 3) looks better 
see for yourself. Hammermill Paper 


Company, Erie, Pennsylvania. 


.. yet 


wMMERM, 
wPTBond 


with Neutracel’s finer fibers, costs no more 
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Whites are gayer on 
Hammermill Opaque 


g ere come the clowns! Faces painted to an unbelievable 
whiteness. A whiteness matched by Hammermill Opaque 
Whatever you print on Hammermil! Opaque — offset or 
letterpress — whites are whiter. Colors come up brighter, 
too — breathe life into all your printing. Even black and 
white jobs have more snap. And Hammermill Opaque’s 
greater Opacity minimizes show-through 
Offset lithographed on Hammermill Opaque, \ um finish, 2x8 
Manufactured by 
PAPER COMPANY « ERIE, PENNSYLVANIA 
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An eight-page monthly magazine exclu- 
sively for its retired people has been pub- 
lished by the Northwestern Life Insurance 
Co., Milwaukee, for example, for more 
than four years. It is edited by the con- 
cern’s public relations division, headed 
by William W. Cary, secretary of the 
board of trustees, and is part of the 100- 
year old concern’s over-all program for its 
men and women retired on company pen- 
sions. 


® “New Life News” is one of several 
Northwestern Life house publications. It 
was launched after many retired men and 
women expressed their eagerness for spe- 
cialized, detailed news about their own 
contemporaries and about their group’s 
programs. More or less spontaneously, it 
has grown to include other asked-for fea- 
tures: stories about by-gone days and the 
part played by its readers in the com- 
pany’s development; historical material 
and photos on the company, the commun- 
ity and the retired workers; leisure-time 
suggestions; medical and social subjects 
for persons over 65; notes on home office 
changes and improvements that will in- 
terest retired people. 

A monthly listing of pensioners’ birth- 
days and active workers’ long-service an- 
niversaries helps the readers to exchange 
congratulatory messages. Each Christmas, 
in time for their holiday card mailings, 
the magazine includes a complete roster of 


retired people and their current addresses. 

Like the rest of the company’s program 
for retired employes, “New Life News’”’ is 
geared at keeping retired men and women 
in close contact with each other, with 
their friends at the home office, and with 
their company. 


® Although “New Life News” deals only 
with the 200 retired people and their needs 
and interests, it is also distributed to com- 
pany management and to members of the 
firm’s quarter-century club who number 
roughly 350. Thus the publication manages 
to maintain a continuity of interest among 
all the old-timers, both active and retired. 
The magazine itself is purposely produced 
in a casual, inexpensive manner. 

Two other concerns have had encourag- 
ing success with publications for retired 
personnel: Metropolitan Life Insurance 
Co. in New York has issued one for ap- 
proximately five years, and Allis-Chal- 
mers in Milwaukee has been publishing a 
journal for oldsters for close to seven 
years. There may, of course, be others. 

Industrial relations men in concerns 
with union contracts may note that some 
of the unions continue a man in member- 
ship after retirement, without dues but 
with voting privileges. This is clearly an 
open bid for loyalty to the union after re- 
tirement and is another evidence that 
some unions know a few things about 
communication. . 


Looking at the Retail Ads 


Silky, sithy, silky 
SILKY ENGLISH 
BROADCLOTH 


COmE NOW LADY. COmé NOW 


Meare STOWEEY 


MANKIEG YOULL BE 
PROUD OF 

@t @ price you can 
afford 

iN EVERY INITIAL BUT “x” 


Comparable to any standard 
$7.50 Shirts in either Canada 
or the United States 


FOUR COLLAR STYLES 
DOUBLE OR SINGLE CUFFS 


*4-98 


3 Shirts for $14.75 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

Many men and women in retail adver- 
tising will immediately turn from the ads 
shown here as being beneath their re- 
spectful notice. 

Yet, in terms of fulfilling its objectives, 
this is some of the best advertising run- 
ning on this continent—or in the English- 
speaking world. That’s high praise. But 
this is effective advertising. 

It runs for a store about 17x90’ in size, 
a couple of miles from downtown Toronto. 
The store sells no clothing, no big-ticket 
merchandise. Furnishings only. 


s I would guess this store does the high- 
est volume per square foot of any store 
on the American continent—surely the 
biggest per square foot in this type of 
merchandise. 

The man who writes it is under no il- 
lusions. He doesn’t create ads to keep in 
a pretty scrap book. He doesn’t create 
ads to impress some agency some day 
where he might want to get a job by 
showing brilliant originality—regardless 
of sales intelligence. 

He doesn’t hope to win any awards 
from the artistic blind who lead the blind 
in ecstatic appraisals of ads for all vir- 
tues except effectiveness. 

I believe this store, tiny though it is, 
must sell more shirts at $5 and over than 
any other store in Canada, not excluding 
any unit of the huge department stores. 
Perhaps this small store gets more re- 
sponse per dollar of advertising expendi- 
ture than any other store in Canada, or 
the U. S., the year around. 

The advertising is successful because it 
fully, sincerely, honestly, warmly, effec- 
tively, serves the public in connection 
with what it offers. It would be an inter- 
esting assignment some day to make an 
exhaustive study of the correlation be- 
tween advertising response and the serv- 
ice rendered by ads. (The only other way 
to get a lot of response is to substitute 
low price for service-rendering copy.) 


While we have on hand some of ad- 
vertising’s hare-brained American proph- 
ets preaching that people will not read 
copy, thus shamefully discounting the 
value of all printed media, I have en- 
countered, on the other hand, people 
who read this store’s copy simply be- 
cause they like the fresh, incisive, enthu- 
siastic presentations, whether they are at 
the moment in the market or not. I have 
come across people who say they turn to 
this advertising immediately after read- 
ing Page 1 of the newspaper, simply be- 
cause they “like” to read it. 

It was several thousand years ago that 
a greater prophet said: “For as the rain 
cometh down, and the snow, from heav- 
en, and returneth not thither, but wa- 
tereth the earth, and maketh it bring 
forth and bud, that it may give seed to 
the sower, and bread to the eater; So 
shall my word be that goeth forth out of 
my mouth; it shall not return unto me 
void. But it shall accomplish that which 
I please, and it shall prosper in the thing 
whereto I sent it.” 

In the ads here, a man dedicated to do- 
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ing effective advertising sends his word 
forth in the same philosophy. He would 
literally suffer if his words returned unto 
him void. Unlike the average creative 
ad person, to him the act of advertising 
is not advertising. To him, communica- 
tion and response, fulfilling objectives, 
are the essential things. 


s I have become convinced that unless 
the U. S. suffers another depression in 
the next several years (God forbid), we 
will continue to bring forth a great crop 
of superficial creative ad people who 
place manner above matter, and never 
learn the dynamic and human satisfac- 
tions of sending their words forth to wat- 
ereth the earth, and to give bread to the 
eater. 

Meanwhile, Isaiah, not the prophets of 
“the wordless ones”—is my prophet. 

P.S. Don’t write this store for copies of 
ads and information. They are literally 
too swamped taking care of business to 
treat such correspondence cordially. If 
you must get sample ads, write the 
Toronto Globe and Mail. 7 
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DRAWTHINKS, 


_The COPYWRITER'S Art Course 


Connie, girl copywriter, scores victory 


Visual thinking pins down her idea. She earns a big bonus 


Connie was writing for a furniture account which included a complete line 
of office equipment. She had practiced her visual ABCs, the easy way to 
draw better, and could turn in legible roughs with her copy. On them the 
office line looked something like this: 


etc. 


One day she was experimenting with 


“+. 
gee? aa 


*. 
Peace e® —s 


snot dS 


weer FC282 


a new desk—thinking, writing, draw- 


ing. She was tired. Her Drawthinks showed that. Here was one: 


“AH!” it said. 


“AH!” thought Connie, “here at last is 
something new!” She had been going 
through the Motivation Research Re- 
port. She combined some of its facts 
and her Drawthink with her knowl- 
edge of the client’s attitudes and she 
came up with a bold...a fabulous 
idea. 


- 
Next Lesson: “How Connie earned her bonus” 7 
Newt fic Parente 
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Reach McClinton Names 3 trom 
Calkins & Holden, 2 Others 
Three former Calkins & Holden 
employes have joined Reach Mc- 
Clinton & Co., New York. They are 
Marce Mayhew, formerly art di- 


rector on the Prudential insur- 
ance account at C&H, Timothy, 
J. O'Leary and Herman Raucher. 
Mr. O’Leary will handle radio and 
tv in the Reach McClinton media 
department, and Mr. Raucher will 


Broadcasters Committee 


iF ormed to Bargain with Ascap 
A committee to negotiate a new 

contract between the tv industry 

jand the American Society of 


be a copywriter. The Prudential | COmPosers, Authors & Publishers 


Advertising Age, April 22, 1957 


“The o-n-t-y way to fly:..to 


account recently moved from Cal-| — po es pages oP the mt 
lkins & Holden to Reach. jing day o e annual convention 


| - |of the National Assn. of Radio & | 
Wy s, R 5 lescsh Melhor, Sormerty “with ‘o ay ee ple manag we in Ml 
iSteusten fnc. gesociate reeathi. eee between the tv 
| director, and has promoted Marc | ndustry and Ascap run out Dec. 


| Sei ak im aoneamnt executive |=.’ 1957. Television station own- 
eixas fro 

- : jers are reportedly 
to media director of the Newark | aking changes 


GREATER CLEVELAND'S © 
NUMBER 1 STATION | 


interested in 


in the present 


SRS “Redie-Active” MBS, office. contract, largely in the area of re- 
defining “gross income,” in regard 
— od to the Ascap formula for pay- 


ment of royalties. 


‘Digest’ Advances Fisher 
Sterling W. Fisher, formerly in 
charge of special projects for the 
international editions of Reader’s 
Digest, has been named public re- 
lations director of the magazine. 
Willard Espy, who recently left the 
Digest, had the title of public rela- 
tions manager. Mr. Fisher will 
have responsibility for both do- 
mestic and international editions. 


<=. 


‘T-F-M P-E 


Knowing you are consumed with 

curiosity, we hasten to tell you that the 
above letters stand for Thomas F. McGrath, 
Photo Engravers*. They also stand for 

The Finest Made Photo Engravings. 

We say this modestly, of course. 

May we tell you more? 

*Color and black-and-white. 


Thomas F. McGrath 


Graves to ‘Knickerbocker News’ 

William L. Graves Jr., formerly 
classified advertising manager of 
| the Conscript, North Adams, Mass., 
| has been named to a similar post 
| with the Knickerbocker News, Al- 
bany, N.Y. He succeeds Evan M. 
Mitchell, who will retire on Aug. 
31. Mr. Mitchell, with the paper 
for 28 years, remains until August 
in a consulting capacity. 


and Associates 


Mergenthaler Boosts Prices 

Mergenthaler Linotype Co., 
Brooklyn, has increased the price 
‘of matrices up to 14 points in size 
|\from 30¢ to 32¢ each. Intertype 
Corp. is also expected to make a 
similar price increase within a few 
|\days. This is the second increase 
in less than a year. Last September 
| both companies raised prices from 
28¢ to 30¢. 


Bee 


RELAXED BIRD—A poster campaign, 


echoing its “most successful” tv 


campaign, has been scheduled, starting April 21, in western and 

midwestern cities by Western Airlines. “The o-n-l-y way to fly,” 

repeats the punch line of commercials promoting Western’s “Cham- 
pagne flights.” Buchanan & Co., Los Angeles, is the agency. 


Westinghouse Swap No Anti-Trust Violation, 
Says RCA; Besides It's Too Late for Attack 


PHILADELPHIA, April 16—Radio 
Corp. of America and its subsidi- 
ary, National Broadcasting Co., 
filed a blanket denial to anti-trust 
charges that the two companies 
|conspired to obtain five of the na- 
tion’s top television stations. 

The government complained that 
the two companies “unlawfully 
combined and conspired” to obtain 
five of the nation’s eight biggest 
tv markets by “unlawful use of 
NBC’s power as a network to grant 
or withhold NBC affiliation.” 

RCA denied that either company 
is or has been “violating or will 
violate those provisions of law, 
either in the respect alleged in the 
complaint or otherwise.” 

Concerning acquisition of WPTZ 
and KYW from Westinghouse 
Broadcasting Co. in return for 
NBC radio and ty outlets in Cleve- 
land and $3,000,000, the reply 
stated: 


s “The exchange applications were 


filed with commission [FCC] on| 


June 15, 1955, and the commission 
directed its staff to make a full 


in 5 hours from the 
MARKET DATA BOOK 


WM. F. HADDON 
Advertising and Sales Promotion Manager 


Western Machinery Company 


says 


ing it at 11 A. M. The Market Data Book came 


WILLIAM F. HADDON 


As sales promotion and advertising used copy of the Market Data Book.” 
manager, Mr. Haddon prepares and 
programs trade and business paper Published annually by Industrial 
Marketing, the Market Data Book 
gets top usage wherever and when- 
ever decision-makers need facts on 
markets and media to help them 
plan, revise or extend industrial ad- 
vertising and marketing campaigns 

Over 14,000 copies‘of this 600 page 
volume serve all year in the offices of 
key executives—advertising manage- 


advertisements; organizes and super- 
vises production of material for bulle- 
tins, catalogs and other descriptive 
literature; organizes and handles trade 
shows; co-ordinates public relations 
and publicity functions. Before joining 
the Western Machinery Company, Mr. 
Haddon was advertising manager for 
General Metals Corporation, feature 
with the Denver 
Equipment Company and editor of the 
Denver Banker for the 


Bank in Denver. 


writer and editor 


“First National 


ly, 
Ih of INDUSTRIAL 


"Our 1956 advertising budget was prepared 


a” 
eee 


“Our 1956 budget was late arriving from the agency . . . Management 
approval of it was set for 4 P. M. and | found that | had to start prepar- 


very much to life and 


literally saved mine. My assistant and | checked the Data Book and ex- 
tended costs and frequency. The budget was approved as submitted, 
based largely on consistently accurate information as found in our much- 


ment, market research management, 
sales and top management. 

The forthcoming issue will be pub- 
lished June 25. Reserve space now 
for an ad or multiple page insert that 
will place your sales facts before the 
kingpins looking for opportunities, 
available media and services in 69 
major industrial markets and 87 sub- 
classifications, Closing date is May 10. 


MARKETING 


= 
\ 200 EAST ILLINOIS STREET 


480 LEXINGTON AVENUE 


CHICAGO 11, ILLINOIS 


NEW YORK 17, NEW YORK) Weekly. 


|investigation of the proposed ex- 
| change. 

| “The commission staff investi- 
gated the facts concerning the pro- 
posed exchange, interviewed West- 
inghouse Broadcasting Co. and 
NBC officials and others involved, 
and examined in detail the files, 
records and other relevant materi- 
al.” 

The answer further states that 
on Aug. 12, 1955, the commission 
notified the Department of Justice 
that the applications for approval 
of the exchange were pending be- 
fore it and that possible anti-trust 
questions were raised. 

FCC and the Department of Jus- 
| tice, RCA declares, conferred and 
exchanged information, and the 
anti-trust division was continuous- 
ly informed as to the facts. 

On Nov. 16, the reply stated, 
Westinghouse filed answers to the 
commission’s letters, and in a joint 
letter of transmittal, both parties 
urged the commission to approve 
the exchange as being “in the best 
interests of both companies and 
consistent with public interest.” 


® The exchange application was 
|granted Dec. 21, '55, and the ex- 
change was made Jan. 26, '56. 
“At no time,” the answer as- 
|serted. “did the anti-trust division 
|intervene in the proceedings be- 
|fore the commission. Nor did the 
janti-trust division protest the ac- 
tion of the commission or request 
a hearing. 

“The anti-trust division failed 
to avail itself of the procedures 
made mandatory by the Congress 
to obtain modification of the com- 
mission’s action. The action has 
become final and is not subject to 
attack. This action is barred by the 
administrative finality of the com- 
mission's action.” . 


‘Reader's Digest’ Plans to Use 
Remington Electronic Computer 

The Reader’s Digest has an- 
nounced plans to install Remington 
Rand Univac 11 and file computer 
by the spring of 1958. The Digest, 
which is installing the electronic 
equipment to expedite the han- 
| dling of its multi-million mailing 
lists, will use the equipment dur- 
}ing the first year following deliv- 
|}ery on a limited scale so as to 
|“enable us to get the flaws out of 
|our new procedures before at- 
| tempting to convert our entire list 
to the system in 1959 and 1960,” 
A. K. Cole, business manager, said 

The Digest expects the installa- 
tion will increase speed and accur- 
}acy in compiling Audit Bureau of 
|Circulations statistics, produce 
tighter controls over production 
| figures and reduce overprint to a 
minimum. ABC has been working 
with the Digest in working out 
procedures to ease record keeping 
and audits (AA, March 18). 


Bridges to ‘Family Weekly’ 
Frank Bridges, formerly with 

Parents’ Magazine, has joined the 

eastern sales staff of Family 
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Newspaper men 
who know 


the need for 


ACTION IN THIS ADVERTISING AGE 


| Advertise Their Newspapers in 


3 Bele Because they know Ad Age is 


ADVERTISING AGE ! 


read and considered by the important men who make and 


Advertising Age 


influence decisions about newspaper advertising . . . 


2nd Publication 
Geeause they know that news of newspaper markets 


and media values are of prime interest to market and 


ct: Ts 


336,420 


3rd Publication 


decision-makers among AA’s 141,000 weekly readers . . . 


4 231,742 


Because they find AA’s brand of editorial action pro- 4th Publication 


duces a unique brand of reader and advertising action... 


5th Publication 


| 107,961 


| 46,802 


Advertising Age Carries Over 1,000,000 Lines Newspaper & 
Li 

Of Newspaper Advertising, More Than The Next a 

Four Publications Combined! 


Newspaper Supplement 
Advertising Press, 1956 


importzuit to umportouit people 


® 200 EAST ILLINOIS STREET * 


CHICAGO 11, ILLINOIS 
480 LEXINGTON AVENUE * NEW YORK 17, NEW YORK 


1 Year (52 issues) $3 
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The Voice of the Advertiser 


Consumer's Rationality Is Imperfect, 
but Still Crucial, Alderson Explains 


us 
which Mr. Allen appears to find 
would, I believe, be dispelled from logy in their public utterances | well advised to t 
his mind on a second reading of my | which suggests that they would/in himself and ot 


not mentioned 


This department is a reader’s forum. Letters are welcome 


and salary as they are in the exact! vertising for P-F Flyers, canvas 
|kind of experience they want a|shoes for active youngsters. These 
man to have. are manufactured by Hood Rubber 

Perhaps a regular boxed remind- | Co. and B. F. Goodrich Footwear 
‘er on the “Market Place” page & Flooring Co., divisions of B. F. 
| would be more desirable from your | Goodrich. 


ing theories of motivation. There |many individuals, including myself,|ing as human 
is little ground for debate between|who are indebted to Freud. Dr. | however, it ends 
and most of 


|viewpoint than actual require- I would appreciate your correct- 


, cle to suggest a return to Rational | ments for more explicit informa- | ing the information. 
Man, with Mr. Allen’s emphasis on 
| the capital letters. I have professed | ly be done to end the aggravation Account Executive, McCann- 
: I have read with| Freudian psychology which have|in various places, including my|and frustration that now afflicts| Erickson, New York. 


tion. But something should certain- Albert J. Bouchard Jr., 


interest the letter by G. Allen in| been a matter of controversy for|recently published book, an ad-j|both the ad placers and the re- ° ° . 
ADVERTISING Ace for March 25) several decades can scarcely be|herence to the doctrine of imper- sponders. ; ; L 4 
commenting on my article concern- regarded as an attack on one of| fect rationality. Feeble and falter-| This letter is not intended for |[t Was ‘de Soto’ in 1913 


rationality is, | publication. It is merely a response To the Editor: I noticed, 


in the 
up playing a cru- |to your invitation for comment. But| warch 18 


issue of ADVERTISING 


the difference | Dichter and his associates adopt an cial role in the market place. The | if you do print it, please withhold | AcE, that Sam Petok, public rela- 


eclectic approach to depth psycho-| rational problem 


, | regard his remark | more fundamental point of the re- | means that they are trying to cope| thought on why “Jobs Open” ads 
about Dr. Ernest Dichter, who was | lation between the rational and 
in my article, as|the irrational or non-rational as- 


teracting with it 


which the majo 


framework the 
problem-solving 


can contribute t 


Goop SPORTS are good customers |@" disregard m 


and you'll find them all on functioning of ir 


r 
| SPORTS HEADLINES 6:00 p.m. Mon. thru Sat. 


LET'S TALK SPORTS 4:30 p.m. Saturday 


nie Gee quae Gus quite ques au aoe Gee Ge com aun ale eee aap ae asl To the Editor: 


Man pointed out “A Nasty Situa- 


WBEN-TV 


CBS IN BUFFALO 


your dollars count for more...on ch. 


Talking Sports to sports-minded men and women is , tion in Film” in 
April 1 issue. 


anonymous wri 


WBEN.-TYV features sports in its local programming, ee eee * 


reports sports — accurately and completely — in its 
twice daily sportcasts, and presents CBS Network " 


Sports events to Western New York’s largest audience. 


If making quick and easy sales is foremost in mind, Thomas S. Hook 
partment of you 


consider the sports-minded that consistently favor |too, have been following your 


“Market Place” 
during the past f 
a big market! Write or call today for details and |1I am dissatisfied 
sition and wish 

Advertisers in 


viewing on WBEN-TYV! It's a big audience .. . in 


availabilities. 


Represented Nationally by 
HARRINGTON, RIGHTER 4&4 PARSONS, INC. As if a box num 


more qualified if 


provides a framework within For those currently employed it | . 


various schools can be integrated | formation should boomerang back | . 
and put to work. Within this) to the wrong people (his boss/es). 


terested first of all in how the lim- 
ited rationality we have available | readers in on it too? After all, em-| Chrysler was ever heard of. In 


tomatic behavior. 


at least potentially 
I have only said in my article 
|that it would appear desirable for 
|the advertiser to adopt a similar 


Man’s ‘Nasty Situation’ 


a quick channel of communication to take for finding I hope the broadcasting industry, 


- : , as well as the buyers of time and wer 
a receptive, interested audience. programs, take to heart what your w 


And Channel 4 - Buffalo is the station to take you to There is too much wheeling and 
dealing in the broadcasting busi- 
most of the sports-minded, most often! For | ness today and if it is not cleaned 


Some Points on Job Ads 
To the Editor: 
support to the suggestions of 


ployes are going to ridiculous 
lengths to conceal their identities. 


cient screen, they hide behind such 
vague addresses as “New England,” 
“East Coast,” “Midwest,” etc. 
They would save themselves a 
lot of time reading applications 
from curiosity seekers and would 
probably get applicants who are 


cific in such matters as location 


-solver would be|~—for obvious reasons—my name tions director of the DeSoto Divi- 
ake the irrational | and address. 


sion of Chrysler Corp., is worried 
hers as part of his Name Withheld 


over the way various newspapers 


it article. There are only two points|scarcely welcome the label of | problem. But he should also recog- ° and magazines mess up the spell- 
me which I would like to make in the | orthodox Freudianism. nize that others are engaged in| Another Point on Job Ads ing of the name DeSoto. 
is interest of clarification. | My other concern is with the|solving problems too, which simply To the Editor: Here’s another Possibly a great number of your 


readers do not know that the first 


with elements of uncertainty in| are rough on job seekers. Self re- | DeSoto was.built in Auburn, Ind., 
the environment affecting their |specting admen are hesitant to put | in 1913, long before Walter P. 
rather unfortunate. To express re-| pects of motivation and behavior. | survival and adjustment. themselves on the market through | 

servations about certain aspects of | Surely there is nothing in my arti- Gestalt or fie 
grounded on this biological con-/| yulge their life stories to a com- 
ception of the active organism in-| plete stranger by means of a ré- 


Id psychology is|a blind ad. Why should they di- ’ 6-Cylinder, R bly 


H.P. 


‘The car with « stronger appes! thes ony 

recen: wet of the (rade—the one that 

meets & popular demand We have an ua- 
br 


oe 
Write at once for free cataleg and full 
particulars. 


Sells for 
$2,185 


s environment. It | sumé? 


r insights of the| could well mean the axe if the in-| F 


functionalist or|Why the big secret about who's 
approach is in-| looking for help? If “our people 
know of this ad,” then why not let 


o solutions. Only | ployers only get what they pay for,| our “Historical Motor Scrapbook 


a naive functionalism, however,|so keep the matter above board No. 2,” Page 140, you will find that 


alfunction or the| and qualify classified help wanted this original DeSoto firm used a 


eventual significance for improved | ads as to identity of advertiser, na- small “d.” 


rational or symp-| ture of job opening, salary, loca~| Just thought you might like to 
tion, etc. see how the DeSoto publicity boys 


When an individual does not} This will not only upgrade the handled advertising and the De- 
know or will not admit that he has| quality of inquiries, but will save Soto name in 1913. 
a problem, irrational behavior may |eMployers considerable time and Floyd Clymer, 
‘serve as an inarticulate cry for|¢xpense in screening and unneces- Publisher, Los Angeles. 
WBEN-TV help. In other cases awareness of | ary correspondence. ° ° ° 
\a problem may lead to what we Richard L. Smith, His Horse Was a Winner 
eurraco's hope is the rational action by the} Copy Chief, Foulke Agency | 7, the Editor: This week's 
 r9n @namets individual of resorting to any an-| !nc., wins taal " (March 25) ADVERTISING AGE was 
* pala’ caeiliieeis |alyst or by the firm, of retaining ri F so good to receive. As always, 
| marketing counsel. There is searce-| On Who Did ‘Swifty Flyer reading ADVERTISING AGE is a must 
ly any procedural or ethical basis} To the Editor: On Page 35 of |in my weekly schedule. It is stim- 
for the consultant to function uNn-| your April 1 issue you showed an /|ulating, informative and a great 
less he assumes that his client is) jjjustration of our client’s charac- | service to a great profession. 


y a rational being. | ter, Swifty Flyer. I would like to| In behalf of the Browne Vint- 
correct the information included | ners Co., I would like to congrat- 
in the caption. ulate you and your staff for 

Swifty Flyer, although on the| instituting the judging of the out- 


. | premise concerning the ultimate “Mickey Mouse Club” television | standing ad campaigns of the past 

s " rationality of the consumer. show, is the creation of McCann- year by a jury of twelve top- 

if | LATE SPORTS NEWS 11:15 p.m. Nightly | Wroe Alderson, Erickson’s creative department. flight advertising women. 

a | SPORTS CLINIC 6:15 Tusede | Alderson & Sessions, Phila~ | Disney did not participate in any The fact that our White Horse 

: +4 p.m. tue y delphia. way. ,campaign was selected by Ruth 
| SPORTS QUIZ 6:15 p.m. Saturday | . . e Swifty Flyer is used in the ad-| | West as one of the top-flight cam- 
| || Kobak Agrees with EGE 


The Eye and Ear 


his column in the 


ter had to say. 


“How can I improve the 


o hurt. 
Edgar Kobak, 
New York. 


quality of my advertising?” one ob- 


vious answer should always be con- 


sidered. Plan, appeal, copy are all 
Let me add my 


important... but physical improve- 


in the forum de- 

r April 1 issue. I, P ‘ 
| ment may be possible by using finer 

columns closely . 

ew weeks because 

in my present po- 

to relocate. 

search of new em- 


engravings to assure finer magazine 


reproduction. 


ber weren’t suffi- COLLINS, MILLER & HUTCHINGS, INC. 


333 WEST LAKE STREET, CHICAGO 6 


Awaticas Tina Phayaviog Pat 


LETTERPRESS GRAVURE 
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paigns of the past year is impor-|dug by engravers themselves. Into |down, down, down, and closed at| through? 


tant and flattering to us as well this charnel pit go the makers of 
as our fine creative agency, Do-| undercut dots, the dot etchers, the 
herty, Clifford, Steers & Shen-|burnishers, all the whole obsolete 
field. The 25 ad campaigns se-| boiling of them. 

lected by these women represent And when the last engraver has 
great creative effort by many | “dropped like a ripe apple into his 
agencies and clients which is an/|Creator’s lap,” along comes a li- 
intricate part of creating consum-|thographer with a bulldozer and 
er wants and desires; this is a/|covers the pit. 

most important function of adver- | Geoffrey Higgins, 
tising in this great era in which Western Advertising Agency, 
we live. Chicago. 

. * 


Bouquet for the P.O. 

To the Editor: It seems to me 
jthat the Post Office Department 
has been getting kicked around a 
good deal in “The Voice of the 
| Advertiser.” I admit their service 
jis lousy but this one time it paid 
off: 

One Sunday afternoon I typed a 
letter off to my broker in Enid ask- 
ing him to buy me some stock. The 
letter should have arrived Monday 
morning for the opening market. 
I’m glad it didn’t! During the day 
U.S. Hoffman Machinery went 


Irving S. Meisel, 
Advertising and Sales Promo- 
tion Manager, Browne Vint- 
ners Co., New York. 


Admen: Take Heart 

To the Editor: ... We were hap- 
py to announce in pr that St. Bern- 
ardino of Sienna had been named | 
as the patron saint of publicity | 
agents and public relations spe-| 
cialists. Therefore, I was some- | 
what concerned to read in ApvER- 
TISING AGE Feb. 11, that he is the 
patron saint of advertising men. 

Now we certainly have no ob-| 


a new low. My broker got my let- 
|ter Tuesday morning and bought 
|my stock at the low for the year. | 

The stock is back up now but 
due to the P.O. I saved over $1.00 
a share. Their stinky service en- 
abled me to buy a lot of postage 
stamps. 
James Ritchey, 
Agent, Enid Morning News, 
Alva, Okla. 


° ” 
P.I., MSU and All That 

To the Editor: 
Krashin! 

In his letter published on Page | 
100, your issue of April 8, he scolds 
you for referring to Michigan State 

| with the “U of M” abbreviation fa- 
miliarly associated with his—and 
my husband’s—alma mater, the 
University of Michigan. 

| However, he blithely concludes, 
“I shall continue to read P.I. with 
unabated enthusiasm!” 

Shall I add “Fie on your proof- 
readers,” for letting this slip 


Shame on Mr. 


} 


83 


It's a Dog's ‘Life’ 
Ruth R. Mode, | To the Editor: Life’s insert with 
Henthorn Advertising Service, its one word blooper (AA, April 1) 
Cincinnati. | also contained several art bloopers 
—nine to be exact—and all = 
oofreaders knew what they were|__ Since when have they been pub- 
a4 The error was itdudenal on lishing Life with its logo on the 
his part and we went along with ack cover? 
the gag. Ah, these artists. 
A. C. Pocius, 
CF&I Blast-Publicity, Colo- 
rado Fuel & Iron Corp., Pueb- 
lo, Colo. 


Please! Mr. Krashin and our} 


Shame on the Headwriter 
To the Editor: On Page 93 of the 
issue of March 18, a letter is 
headed: Flip-It Ads Merge Art Forms 
U. of M. Reprints AA’s The spring campaign for Flip-It, 
“2nd Class Mail” Story |a division of Men’s Hats Inc., Bal- 
The signature indicates that the |timore, will use a combination of 
origin of the item was Michigan | photography and drawing in its ad- 
State University, East Lansing. vertising of men’s caps. Two ads 
U. of M. as used in your head- slated for The New Yorker show a 
ing refers to the University of man’s cap reproduced by photog- 
Michigan, located in Ann Arbor. raphy with the wearer’s face done 
“That other place” is referred to|as a wash drawing in pencil por- 
as MSU. trait style. The technique makes 
for easier and more appropriate 
facial positioning, according to 
Cahn-Miller, Baltimore, the com- 
| pany’s agency. 


H. W. Barnett, 
Federal-Mogul Division, Fed- 
eral-Mogul-Bower Bearings 
Inc., Detroit. 


jection to advertising men having | 


a patron saint, but we respectfully ae Mise eo 


suggest that they obtain one of , 
their own. I am sure that watching | : 
over the activities of publicity men bik 
and public relations specialists is ae 
all that could be reasonably re- 
quired of even the most devoted 
Saint. 

I hope that in some way you can 
straighten out your readers on this 
situation. 


Howard Hudson, 
Editor, pr, Washington, D. C. 


AA’s specialist in this depart- 


ment believes this good saint would 
welcome petitions from both ad- 
men and pr people. 


Disagrees with Editorial’s 


STIPLAAXD 


Aoty 


‘Lawbreaking’ Thesis 

To the Editor: It might prove 
worth while to check your editorial 
comment (The Laws and Their 
Breaking, Feb. 18) that = 
would probably be impossible to 
find any business man for any 
governmental post’’? 

If you took all companies not 
involved in FTC proceedings or in 
anti-trust proceedings for the past 
say 20 years, you just might have 
a great segment of the business 
community, probably the major- 
ity, of all companies 20 years old 
or more billing say $2,500,000 or 
over. Is it worth a review of, say, a | 
sampling of 500 companies? There 
are, after all, some 30,000 compa- 
nies in the U.S. with over 100 
employes. 

Ed Burnett, 

Ivel Construction Corp., 

Brooklyn. 


Who Knows? 


To the Editor: Shades of make- | 
up, editorial and cosmetic. 

Page 95 of your March 18 issue | 
showed pix demonstrating Max) 
Factor lipstick makeup, and smack | 
underneath, the biggest, gosh-darn | 
market potential ever to bemuse 
the vision of harried cosmetic sales 
managers...a so-called Ubangi 


MMF CG () "6, Li 


native with lips from here to way 
over there. What’s the next step? 
Nairobi as the newest test market? 


Ben Morris, PUT 
Marketing Consultant, New | 
York. 
. s. . 


Engravers in Graves 

To the Editor: I was about to 
write you a letter chiding Mr. Ken- 
neth B. Butler for the grammatical 
ineptitude of his article “What's 
Brewing in Letterpress” (AA, Ap- 
ril 1). 

But on reading the article again, 
in search of examples, I came upon 
this evocative phrase: 

“ |. Engravers may be dig- 
ging their grave.” 

What a terrific picture this 
evokes! One large common grave, 


Write 


OVER YOUR 


IF IT COMES IN A CAN, LET 
CAN BAND? THE MULTIPACK MERCHANDISER, 


INTRODUCTORY OFFERS 
SPECIAL PROMOTIONS 


MARKET TESTS 


WITH the CAN BAND LOADER, the small 

machine developed by CONTAINER CORPORATION, 
to bring you all these advantages at lowest cost— 
Here are the facts: 

* packs up to 50 cartons a minute 


* requires no capital investment—low monthly rental 
. 


feeds and loads cans automatically 


* easy to adjust, maintain, operate 


CONTAINER CORPORATION OF AMERIC 


38 South Dearborn Street, 
Chicago 3, Illinois, and 42 other cities 
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“I feel this was a very bad de- 
| velopment, ” he declared. “It has 

made a battle of network against 
| network. uu 

The trend also has pitted the 
networks against each other for 


Resume TV Show | 
. ~ 
Production, Craig 
ss | big ae een = hs 
ences which wi uy the pr t 
Urges Agencies ‘being advertised, i added. = 


Mr. Craig also advocated a re- 
Lower Budgets, Viewer (turn to the use of live shows and 


live commercials, as against films, 
Pinpointing Would Aid  pecause, he said, live shows sell 


Advertisers, Adman Says | merchandise. 


PHILADELPHIA, April 16—Adver-|® He also pointed out that if agen- 
tising agencies forced networks to | cies created, produced and owned 
take over creation, production and|the network shows, they could 
ownership of television shows and|come up with small budget shows 
should begin to take them back, | advertisers could afford. 

Walter Craig, vp in charge of ra- He said “Playhouse 90,” for ex- 
dio and tv at Norman, Craig &|ample, has “gotten to be a spot 
Kummel, New York, told the Tele- parade.” 

vision & Radio Advertising Club of| He said agencies should get back 
Philadelphia last week. jinto the production of network 

Mr. Craig said he felt that “agen- | television shows “in a small way” 
cies walked out on an opportunity | at first, then gradually take them 
to take part in production” when|back from the networks so the 
they allowed the networks to take|agency could sell them to adver- 
over shows completely. tisers. > 


Ss 
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What medium stands out 


in delivering... 


> Persistence 
that Melts 
Sales Resistance? 


SEE PAGES 48 and 49 
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Advertising We Can Get Along Without... No. 10 
Hard Hitting Comparatives ‘Strike Out’—None is Accurate 


Chicago Better Business Bureau 
shopping investigations again reveal 
widespread advertising of fictitious 
and inflated comparatives—in the 
form of a manufacturer’s ‘‘list’’ 
price, or a ‘‘regular’’ price on major 


| appliances. 


A chart covering the Bureau’s find- 


ings is detailed on this page. Shop- 
pings of advertised offers, and in- 
vestigations of identical wnadver- 
tised merehandise in other stores, 
show comparatives employed to be 
without foundation. 
Advertisers are : 
Central Utilities & Furniture Co. 


The Fair. 

L. Fish Furniture Co. 
Goldblatt Bros., Inc. 
Goodyear Service Stores. 
Hudson-Ross, Ine. 

Mandel Brothers. 

Nelson Bros. Furniture Co. 
Wieboldt Stores, Ine. 


Advertised Advertised Advertised Prices at Comparative 
“List” or or Implied Sale Other Stores Accurate or 
Item Advertised “Reg.” Price Savings Price (Unadvertised) Inaccurate 
**Eureka’’ 805 
vacuum cleaner ............ $ 79.95 $ 30.07 $ 49.88 $ 40.00 $ 49.95 Inaceurate 
**Siegler’’ 550uB2 
automatie gas heater ........ 279.50 70.00 209.50 179.50 202.50 Inaceurate 
‘*Norge’’ (6-135 . 
refrigerator-freezer ........ 519.95 180.00 339.95 379.95 379.95 Inaccurate 
“RCA—Viector’’ 217735 
console television ........... 249.95 50.07 199.88 199.95 199.95 Inaceurate 
**Universal’’ 8030 
ED avis keds hon weds 219.95 61.07 158.88 148.00 149.88 Inaccurate 
‘*Phileo’’ 1362 
‘hi-fi’? phonograph ...... 139.95 40.07 99.88 99.95 99.95 Inaceurate 
‘*Westinghouse’’ SC1 
vacuum cleaner ........... 69.95 20.00 49.95 49.95 49.95 Inaccurate 
‘*Whirlpool—RCA’’ CD-95 
DD Scaghna stated aes 319.95 110.07 209.88 240.00 279.95 Inaceurate 
**Westinghouse’’ TFJ115 
refrigerator-freezer ........ 519.95 220.07 299.88 299.95 339.95 Inaccurate 
**Universal’’ 9017 
EE Se ee 249.95 80.07 169.88 169.88 199.95 Inaccurate 
‘*Hoover’’ 82 
vacuum cleaner ............ 97.50 37.55 59.95 59.95 69.50 Inaccurate 
‘*Prigidaire’’ WSA57 
automatie washer .......... 249.95 60.00 189.95 189.95 189.95 Inaccurate 
**Phileo’’ 1266 
ere 519.95 220.07 299.88 299.95 319.00 Tnaccurate 
‘General Electrie’’ 210135 
console television ...... 299.95 100.00 199.95 219.95 229.95 Inaccurate 
‘‘Norge’’ AW400 
automatic washer ..... 279.95 113.29 166.66 167.00 188.00 Inaccurate 
‘*Universal’’ 8033 
ED 5 544.000 000k ehae FA 284.95 85.07 199.88 189.95 199.70 Inaccurate 
‘*General Electric’? SP40P 
automatic dishwasher ...... 229.95 70.00 159.95 149.95 169.95 Inacenrate 
“Norge’’ TC611 
Se Cots Wa sav sce es 469.95 170.07 299.88 289.95 289.95 Inaccurate 
**Westinghouse’’ T-12 
vacuum cleaner ............ 49.95 24.98 24.97 24.97 39.95 Inaccurate 
“*Zenith’’ Z-2248 
console television .......... 289.95 40.00 249.95 215.00 219.95 Inaccurate 
“Norge’’ 436 
ED cv cvanesertasdesce 279.95 80.00 199.95 189.95 229.95 Inaccurate 
**General Electric’? AW450 
automatic washer .......... 299.9 130.00 169.95 169.95 200.00 Inaccurate 
‘*Universal’’ 9129 
Pere 399.95 120.07 279.88 265.00 309.95 Inaccurate 


THE PHONY COMPARATIVE— The March 25 issue of the 
Chicago Better Business Bureau Report, from which 
this page is reproduced, demonstrates graphically 
another kind of advertising we can all get along 


all advertising. 


without—the comparative price tag that is based on 
inflated “list” or “regular” prices. This sort of com- 
parison, common on the air and in print, damages 


4 PUBLISHED BY CAPPER PUBLICATIONS — Saneest aemmcuitena Penis Wi fun wame. 
Sales Offices: New York, Cleveland, Chicago, Topeka, Los Angeles and San Francisco 
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hoto was retouched ond 
cutaway portion was done 

entirely by a PAASCHE V 
AIRBRUSH from on original 
engineering line drawing. 
PAASCHE Airbrushes save time 
ond increase profits when used for 
layout and finished art rendering 
as well as for highly profitable photo 
retouching. Write for complete informa- 
tion on PAASCHE Airbrushes TODAY! 


PRASCHE s\n8RUSH co. 


A Division of Cline Electric Mfg. Co. 
1909 W. Diversey Pkwy 7 Chicago 4 
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Men, Beware! Women 
in Business May Soon 
Be Making the Rules 


PHILADELPHIA, April 16—Women 
can probab!y become dominant in 
business and trade and the profes- 
sions if they ever enter these fields 
in great numbers, because they are 
smarter than men, Richard Powell, 
N. W. Ayer & Son vp, theorizes. 

Speaking before the Philadel- 
phia Club of Advertising Women, 
Mr. Powell told the women that 
although “you bump into difficul- 
ties in the business world which 
men do not meet, it is because you 
are few in number and you are 
invading an area where, until now, 
men have made the rules.” 

If women do enter business in 
real force, then the rules are going 
to be changed, Mr. Powell thinks. 
“Women are too smart to allow 
men to continue to set the rules 
for any activity in which women 
want to engage,” he said. 


8 Mr. Powell went on to shatter 
some common opinions about the 
differences between men and wom- 
en. He feels women are more re- 
alistic, more practical, conserva- 
tive and civilized than men. Men 
are romantic, sentimental, reckless 
and rather primitive creatures, who 
would like to be even more primi- 
tive if women would only let them 

Men try to get back to the primi- | 
tive life by going off to hunt or 
fish, because subconsciously, they 
realize that this is one area in 
which they really shine, Mr. Powell 
said. “In this area, man is only in| 
competition with the lower ani-| 
mals, and it’s easy for him to prove 
that he is smarter than some ani- 
mals and most fish.” 

Mr. Powell holds that women 
had to be smarter to overcome 
man’s advantage of greater physi-' 
cal strength. So they turned men’s 
strength into a source of weakness 
by inventing the “oh-you-great- 
big-strong-man technique.” 


s It is true, he said, that “women | 
have not been responsible for all | 
the developments of civilization, | 
but only for the ones that inter- | 
ested them. 

“In the past, women have al- 
lowed men to handle business and 
trade and the professions because 
women were interested in things 
of more immediate practical value 


THIS 


\ 


TPA Sets Up World-Wide 


to them. That may not continue to 
be the case in the future.” he 
added. e 


Sales Staft; Names Palmer 


Television Programs of America 
is organizing a world-wide sales | 
staff to sell its film properties. 
Sales representatives have been | 
appointed in Mexico, Brazil, Puerto 
Rico, Argentina, Dominican Re- 
public, Peru, Venezuela, Guate- | 
mala and France. Representatives 
in Europe and the Far East will be 
announced later this year. TPA 
now has 12 programs on the air in 
12 foreign countries. 

In Canada, TPA has appointed 
Horace N. Stovin & Co., station 
representative, as its exclusive dis- 
tributor. TPA has also named J. E. 
(Ev) Palmer its general sales man- 
ager in Canada. Mr. Palmer, who} 
will work with the Stovin com- 
pany, was formerly manager of the 
radio-tv department of McCann- 
Erickson (Canada) Ltd. 


Get more than '! 


(of lowa’s Food Sales Potential) 


WHO gives you lowa’s 


Metropolitan Areas ('/, of Food Sales) 
-e- PLUS THE REMAINDER OF IOWA! 


lowa’s six Metropolitan Areas, all 

combined, do 37.5% of the State’s 

Food Sales. The rest of lowa accounts 
for a whopping 62.5%! 


You can buy a number of Iowa radio stations and 
get good coverage of individual Metropolitan Areas — 
but WHO gives you high coverage of ALL Metro- 
politan Areas, plus practically all the REMAINDER 
of lowa, too! 


FREE MERCHANDISING! 


WHO Radio maintains one of the nation’s most com- 
prehensive and successful FREE merchandising services 
in 350 high-volume grocery stores for FOOD adver- 
tisers who buy $300 gross time per week; in 250 high- 
volume drug stores for DRUG advertisers who buy 
$250 per week. (A $200 Food plan is also available.) 
Ask us—or PGW — for all the facts! 


WHO Radio is part of 
Cexuca'. Sroadcasting Company, 
which also owns and operates 

WHO.-TV, Des Moines 

WOC-TV, Davenport 


REMAINDER 
OF IOWA 


62.5%! 


- Sewn Chy — 44% 
Des Moines — 11.0% 
Dubuque — 3.1% 
Tri-Cities — 10.8% 
Coder Rapids — 3.7% 
Waterloo — 4.5% 


1OWA FOOD SALES 
1956 Consumer Market Figures 


WHO 


for lowa PLUS! 


Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 


Peters, Griffin, Woodward, Inc., 
National Representatives 
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P ee : ro 
Poor Packages Can i a talk at the annual packaging; Mr. Nielsen pointed out that) 


conference sponsored by the) package designers must never for-'| 


| i nt n. > ice i > i : 
Cause Lower Sales, American Management Ass get that price is the most important 


Mr. Nielsen warned that every | single factor in most sales. “Since 
j j business operating in the U.S. to-| packaging represents a large cost, 
Profits. Nielsen Says day is more vulnerable to competi- efforts iaoest “iawage be made to 
Cuicaco, April 16—The failure|tive inroads because consumers | specify precisely those materials | 
of advertisers to recognize package | will shift their allegiances quickly | which will protect the contents and | 
deficiencies has led to a serious loss | to better products and better pack- | still give adequate sales appeal,” he 
of volume and profits, Arthur C. | ages. | said. 
Nielsen Jr. said last week. Packages must be more attrac- “The package should afford no 
On the other hand, mass selling, | tive than ever today because of the | higher degree of protection than | 
self service and new packaging | increasing trend in self-service, | necessary nor seek to achieve sales 
materials have created important |and an increasing number of new | appeal at an unwarranted cost in| 
new opportunities for profit, the| products competing for the con-|relation to competing items,” he 
exec vp of A. C. Nielsen Co. said | sumer’s dollar, he said. said. If too much money is spent 
on packaging, the higher cost and 
selling price of the product may | 
F hurt its sales potential, he added. 
Mr. Nielsen asserted that there 
is a real business risk inherent in 
any major packaging change. Sci- 
entific marketing research, he said, 
has been used to minimize this risk Breth Klein Bowen 


by carefully testing the proposed BERMUDA BOUND—Gordon C. Bowen, president of Premium Advertis- 
change prior to its adoption on a| , ‘ “as sat oth 
broad scale. ing Assn. of America, awards Bermuda vacation prize to R. C. Breth, 
“We have found that there is president of R. C. Breth Inc., Green Bay, Wis. Watching is Caroline 
often a big difference between Klein, Eastern Air Lines, who drew Mr. Breth’s winning ticket. 
what people say about a package 
and what they will actually select ates 
at the shelf,” he said. “Therefore, — ~~ oe amen —— More Dailies Boost 
it is generally sound marketing} Ross Roy Inc., Detroit, has ap- ‘. 
procedure to test market your new | pointed Maurice G. Vaughn a vp Copy Prices: ANPA 


package in the marketplace prior|in its headquarters staff. He has 


to wide distribution.” been vp in charge of Ross Roy ac- | Blames Newsprint 
tivities on the West Coast for the : 
® There is a close connection be-| past seven years. Succeeding Mr. New York, April 16—A growing 


tween the convenience and the | Vaughn as vp in charge of the number of daily newspapers are 
|money-saving aspects of packag- agency’s Hollywood office is Jos- boosting their per-copy prices, ac- 
ing, as indicated by the increased | seph G. Mohl. Mr. Mohl is return- |°°T4ing to the American Newspa~- 
use of larger package sizes, which | ing to Ross Roy after an absence | Pet Publishers Assn. 

|are generally more economical to| o¢ seven months. He previously| #@St April there were 282 news- 


| the consumer, he said. ae /was an account executive in the papers out of 1,738 dailies in the 
“Price per ounce is still import- | agency’s Hollywood office. | U.S. which had gone up to 6¢, 7¢ 
ant to many people in spite of our or 10¢ a copy. Now there are 379 
In the Central Ohio area there are | high standard of living, and frugal- papers which have advanced 
248,898 telephone stations — that means \ity still seems to be practiced in Ohio Match Becomes prices. 
Mn dier the aoaie  cxcrist by ‘this country—by the housewife if| Hunt Foods & Industries Among the latest boosts are 
WBNS Radio. And these listeners have |not by the politician,” Mr. Nielsen| Ohio Match Co. has changed its those announced by the Indianap- 
$2,739,749,000 to spend. They and Pulse said. /name to Hunt Foods & Industries. | olis News, Indianapolis Star and 
a y by > ~ palmaldamaad He pointed out that in the aver-| Ohio Match acquired Hunt Foods the Indianapolis Times. The News 
Ask John Blair. 4 aa age supermarket, the housewife is | as a subsidiary last May (AA, May and the Star both went from 5¢ to 
‘ exposed to about 6,000 items in a| 28, 56). The “Ohio Match Co.” 7¢, while the News increased its 
< W B N S R A D | O trip through the store, although on | name will continue to be used as a home delivery price from 30¢ to 
ie COLUMBUS, OHIO _average she has only $16.25 a week trade name in the company’s 35¢ weekly. 


|to spend for her family’s needs. e match business. 
& ® The ANPA blamed per-copy 


i Sk ipa era ea price increases on “rising news- 


print prices and production costs.” 


© |It said that 379 newspapers now 
Use me MARKEE! DATA BOOK to match markets 33" (",.0 
= down like this: 69 now charge 6¢, 
. 249 get 7¢ and 61 ask 10¢. There 
- a . ° n were only 43 papers that charged 

a nd m edia os fade ; 10¢ a year ago, the ANPA said. 
“Correspondingly,” the associa- 
ee Bale fee <— Sees |tion added, “the number of 5¢ 
eee ee 3 iis SEE Se ae L aaa newspapers has decreased in the 
| last six years. There are now only 
says RICHARD C. CHRISTIAN 1,328, a decrease of 94 from 1956, 
and 266 less than in 1951.” 
The ANPA also pointed out that 


Executive Vice-President 


Sunday newspaper prices also have 
. Marsteller, Rickard, Gebhardt and Reed, Inc. bee advueenl. P 
7 “There is no other source so complete and so handy for analyzing client Collins, Russell Get Top 
markets, and then relating that information to the selection of business | aeons Aer: pene nee 
papers in the field, as the Market Data Book. Any data or source book, |W. Russell, account executives < 
just as an advertising campaign, can be justified if it pays its way... beak Badia see pmo ory dl 
“gf . . . . es “fe ’ ’ ere awe C 
if it contributes in some way to making sound business decisions . . . if it prize in the competition held a. 
contributes to sales and profits. The Industrial Marketing Data Book meets mee a ge mcm mae - . 
4 . . . . . . . ency ree olfices in 
RICHARD C. CHRISTIAN this test. An indispensible marketing manual is just exactly what it has yenn’s “eutatanding euabetheiien 
Mr. Christian has been the executive been to me, as | worked in my agency's various departments.” advertising.” Winning entry w 
vice-president and general manager of — aad pad oy ee Coll 
. . : Rick- : : an r. hussell in e formatior 
oo <p tate ge a Published annually by Industrial = ment, market research management, the Agricultural Advertisers As 
; He started in th rch Marketing,,the Market Data Book sales and top management. Judges were G. D. Crain Jr., pi 
past year. He sta e researc . , eee Absnienn Ace: Elari 
department, moved to the media de- gets top usage wherever and when- The forthcoming issue will be pub- owen ae sali oe” — 
aenen wee then as ena ever decision-makers need facts on lished June 25, Reserve space now | Ink, and Frederic R. Gambi gual 
we oe pthc tig vage-fho markets and media to help them for an ad or multiple page insert that ident, American Assn. of Advertis- 
position. His previous business experi- plan, revise or extend industrial ad- will place your sales facts before the |ing Agencies. Te 
ence with the National Cash Register vertising and marketing campaigns. kingpins looking for opportunities, Rene | ~ t.. —e prize is 
Co. and the Rockwell Manufacturing Over 14,000 copies of this 600 page = available media and services in 69 See ae 


blished article, “Institutional 
Company was as a senior market ana- . aaa , fs a pubiisr . 
feck, to bb @ procinant contetbuter to volume serve all year in the offices of major industrial markets and 87 sub Advertising—Can It Do a Selling 


leading marketing and advertising key executives—advertising manage- classifications, Closing date is May 10. Job for You.” 
magazines on the subject of sales 
management, marketing and market- 
ing research and advertising. 


Publisher Group Appoints 


ly | S. ns Himmelman, former vp and 

\ | circulati di acfe 
lof INDUSTRIAL MARKETING ‘icin. mses 
\\\ | magazine and book wholesaler, has 


a EAST ILLINOIS STREET + CHICAGO 11, ILLINOIS | Pee" named executive director of 


the national sales division of the 


480 LEXINGTON AVENUE + NEW YORK 17, NEW YORK Bureau of Independent Publishers 
'& Distributors, New York. 
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3 OUT OF 4 THINK FIRST OF DAY-GLO®! 


Advertisers and agencies all over the country know 
from experience that Sunbonded® DAY-GLO is the 
highest quality daylight fluorescent screen color you 
can buy! As a matter of fact, a nationwide survey 
shows that when users think of fluorescent color, 3 
out of 4 think first of DAY-GLO! And now it is priced 


lower than ever before... priced right for every 


market! So now there's no reason to settle for 
imitations; no reason to settie for anything less 
than the best — genuine Sunbonded DAY-GLO! 

A new Switzer color guide makes it easy for you 
to specify Sunbonded DAY-GLO colors of your 
choice. For your free guide, write to Switzer Brothers, 
inc., 4732 St. Clair Avenue, Cleveland 3, Ohio. 


SPECIFY GENUINE SUNBONDED DAY-GLO AND BE SURE! 
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Benton & Bowles | 
Quits ‘Back Seat’ 
at Studebaker | 


(Continued from Page 1) 


recently opened an office in New 
York. It billed $4,500,000 in 1956. 


® Benton & Bowles and Mr. Hur- 
ley had reached an impasse before 
the Daimler-Benz deal. They did 
not see eye to eye on the creative 
approach and they disagreed on 
the actual handling of the account. 

Curtiss-Wright, according to one 
version, had its own ideas on ad- 
vertising and it ran the show. The 
agency, relegated increasingly to 
the role of a media buyer, was fre- 
quently overruled. In a staff mem- 
orandum, Atherton W. Hobler, | 
B&B chairman, said: 

“Naturally, we as an agency 
must feel greatly disappointed that 
we were unable to overcome the 
complete lack of understanding on 
the part of Curtiss-Wright as to 
the agency’s role in the planning 
and execution of Studebaker- 
Packard advertising. 

“Further efforts to solve this 
problem would have been fruit- 
less.” 


® Mr. Hurley, a Curtiss-Wright 
spokesman explained, believes 
strongly in advertising that makes 
a strong “family” identification 
and that is “distinctive” and “ex- 
tremely flexible.”’ He pointed out 
that S-P advertising this year has 
characterized the Studebaker buy- 
er as someone who “goes for qual- 
ity,” as opposed to the buyer “who 
goes for a deal.” 

This advertising, he added, will 
now continue “with no diminu- 
tion.” It will run primarily in print 
media, particularly newspapers. 

Benton & Bowles’ succeeded 
Roche, Williams & Cleary on Stud- 
ebaker in June, 1955. In October, 
1956, it picked up Packard from 
D’Arcy Advertising. Curtiss- 
Wright entered the picture last 
August by supplying the money 
transfusion that rescued Studebak- 
er-Packard from oblivion. 

Under the three-way agreement 
announced by Mr. Hurley on Mon- 
day, the Studebaker-Packard deal- 
er organization takes over U. S. 
distribution of Mercedes-Benz cars. 
Also, a new American company— 
Curtiss-Wright & Mercedes-Benz 
Inc.—has been formed “to provide 
for the development and sale of 
Daimler-Benz products in the U.S., 
Canada, Mexico and Cuba.” 


@ The three-company combine 
was heralded this week in 600- and 
1,800-line ads running in 1,135 
newspapers across the country. 
The same announcement also is 
ticketed for a wide range of mag- 
azines reaching business circles, 
including Barron’s, Business Week, 
Dun’s Review, Newsweek, Time 
and U.S. News & World Report. 

Curtiss-Wright’s agency—Burke 
Dowling Adams Inc.—placed this 
copy. 

The Mercedes-Benz cars will re- 
portedly be backed by an ample 
advertising budget, which will be 
something of a novelty in the for- 
eign car field. Without the benefit 
of much advertising, Mercedes- 
Benz increased its U. S. sales by 
100% last year, accounting for 
some 3,000 new car registrations. 
The target now is “1,000 cars per 
month.” 

The sleek German cars previ- 
ously were imported by Hoffman 
Motor Co., New York, which last 
week became the Fiat distributor 
(AA, April 15). Through the 2,400 
Studebaker-Packard dealers, the 
German company will enjoy the | 
widest distribution ever attained | 
here by a foreign car manufactur- | 
er. 


s Headquartered in 


Armstrong, Kaiser Leave NBC-TV for 
‘Friendlier’ Nets After Time Squabble 


(Continued from Page 1) | They even recalled somewhat 
lif they started a half-hour later. | bitterly what had happened to 
The network argued that live| another Y&R client, Gulf Oil Co., 
dramas generally fare better in the |@t the start of the 1956-57 season 
‘late periods and that the best way When “Life of Riley,” a five-year 
to battle “$64,000 Question” was to | occupant of the Friday 8:30 spot, 


AT TRANSFUSION TIME—In this photo, made last August, Roy T. Hurley 
(right), president and chairman of Curtiss-Wright, looks at a “new 
and different” production and marketing approach for Studebaker- 


Packard—which had just received 


its $35,000,000 “transfusion” 


from Curtiss-Wright. With him is Harold E. Churchill, newly-ap- 
pointed president of the auto company. 


world’s largest automotive pro- 
ducers. It has pioneered in diesel 
engines and fuel injection sys- 
tems. It is the world’s largest pro- 
ducer of diesel powered road ve- 
hicles. Its sales in 1956 were 
$392,000,000. 

Daimler-Benz makes nine basic 
passenger cars, and eventually 
they will all be available in Stude- 
baker-Packard showrooms. Their 
price range, at ports of entry, is 
from $3,200 up to $13,000. Stude- 
baker-Packard is expected to make 
a strong bid for the “prestige” 
market with the upper-range mod- 
els. 


s Mr. Hurley reported that he had 
personally visited more than 700 
Studebaker-Packard dealers and 
found them enthusiastic about 
handling the new car and the 
Mercedes-Benz line. 

He stressed that the Packard line 
will not be discontinued. In fact, 
he said, a new Packard Hawk will 
be introduced shortly. 

Mr. Hurley pointed out that the 
Studebaker-Packard dealer will 
now be able to offer customers a 
full line of cars, from $2,000 up to 
$13,000. 

Studebaker-Packard _ perform- 
ance this year is told starkly 
enough in year-to-date production 
figures: Through the week ended 
April 13, Studebaker output was 
18,487, compared {to 34,254 in the 
corresponding period last year; 
5,528 Packards were turned out, 
compared to 7,767 in the same pe- 
riod in 1956. 

The company’s share of market 
is thus 1.2%. Harold Churchill, 
president of Studebaker-Packard, 
said last September that the com- 
pany could make a profit with a 
1.5% share of the market. How- 
ever, Mr. Churchill was counting 
on a 6,500,000 production year for 
1957. 


® The Studebaker-Packard annu- 
al report, mailed to stockholders 
this week, showed a loss of $43,- 
318,257 for 1956 operations. But, 
Mr. Churchill said, the company 
made a profit of $895,926 in the 
last two months of 1956 and has 
“targeted a profit for 1957.” 

Curtiss-Wright, major aircraft 
components manufacturer, bailed 
Studebaker-Packard out of its fi- 
nancial hole last year. Under a 
three-year management advisory 
agreement, Studebaker-Packard 
got $35,000,000 in working capital, 
and Curtiss-Wright got leases on 
two S-P plants and the option to 
buy 5,000,000 shares of S-P stock 
at $5 a share. 

Purchase of these shares would 


which expires Nov. 2, 1958. On 
|news of the Daimler-Benz agree- 
ment, S-P stock rose to a high of 


$8.25 last week. It closed yester- | 


day at $7.87. 
} 


Anti-Ad Legislation 
‘Proposed in Almost 


All States: Borton 


New York, April 18—Proposals 
affecting advertising and market- 
ing have come up in nearly all 
state legislatures, according to 
Elon G. Borton, writing in the cur- 
rent issue of the news letter of the 
Advertising Federation of Amer- 
ica. 

The bills cover “proposals to tax 
advertising, to limit liquor adver- 
tising, to prohibit bait advertising, 
to restrict outdoor advertising, to 
jcut down or eliminate advertising 
of optical goods and services, to 
| prevent trading stamps and to con- 
trol premiums and coupons, to set 
lup mandatory 
trademarks.” 


s Mr. Borton expands on “three 
important issues.” These, he said, 
are the “attempt to prohibit all 
outdoor advertising on highways to 
be built under the Federal High- 
way Act of 1956”; the attempt to 
prohibit “interstate transportation 
of all advertising of all alcoholic 
beverages,” and “raising of postal 
rates” on a national level. 

Optical advertising, he said, is 
the target of “persistent efforts to 
regulate and limit” in most states. 
Trademark bills have been report- 
ed in at least six states, while three 
or more states are trying to out- 


ing. 

About 20 states have considered 
proposals to control or prohibit the 
use of premium or trading stamps. 


Sans ‘Irreplaceable’ 
Fuller, Curtis May 
Abolish His Post 


PHILADELPHIA, April 18—Walter 
D. Fuller, chairman of the board 
of Curtis Publishing Co. since 


law bait and loss-leader advertis- | 


start even with it at 10 o’clock. 


|@ The advertisers and their agen- 
cies disagreed—a fact which they 
made clear to the network several 
days before the Monday (April 22) 
deadline on the time option. 
| As soon as the word was re- 
ceived, NBC accepted an order 
from R. J. Reynolds Tobacco Co. 
(William Esty Co.) for the Tues- 
day 9.30 p.m. niche for the “Bob 
|Cummings Show.” This order had 
been on hand for some time. This 
situation comedy is currently aired 
Thursday at 8 on CBS. 
Armstrong, which had been in 
the time it was asked to vacate 
since June, 1950, has arranged to 
spend its television money in CBS 
ro ABC, but probably has a bet- 
ter chance of clearing on the latter. 


| 


s Both Jack W. Watson, Kaiser’s 
|director of publicity and advertis- 
|ing, and Max Banzhaf, Armstrong’s 
ad director, were very restrained 
in their comments on the treatment 
accorded them by NBC. However, 
both admen made it clear that their 
jactions indicated the strength of 
their feelings in the matter. 

“I wouldn’t quarrel with the 
principle that they're entitled to 
run their business the way they 
want to,” Mr. Banzhaf said of NBC. 
“But that doesn’t mean I have to do 
what they want.” 

The CBS period—10 to 11 p.m., 
EST, Wednesdays—accepted for 
“Armstrong Circle Theater,” which 
will alternate with Revlon’s “20th 
Century-Fox Hour” next season, is 
just as late as the NBC time reject- 
ed by the sponsor. Why did Arm- 
strong accept it? “CBS got us a bet- 
ter lineup of stations than NBC,” 
Mr. Banzhaf told ADVERTISING AGE. 


registration of| 


|\@ While the advertisers were 
choosing their words carefully, 
|there were indications that one of 
| the principals involved in the has- 
|sle was steaming over NBC’s arbi- 
|trary treatment. Sources within 
| Y&R pointed out that Kaiser had 
put an expensive show into the hot 
spot opposite the then very high- 
|riding “$64,000 Question” in July, 
1956, because the manufacturer in- 
tended to stay in the spot and build 
his program. They say Kaiser went 
in during the off-season in good 
faith with the long haul in mind. 
“And now after Kaiser has spent 
a lot of money—about $3,000,000 
a year—building up the show and 
|the period, they are asked to va- 
cate,” one Y&R man said. He said 
| NBC helped to sell Kaiser on what 
| was then considered a weak time 
period on the strength of the prom- 
ise that “conditions would be im- 
proved” for them after the show 
had had a chance to get going. 


® Kaiser's ad bosses and Y&R also 
reportedly were miffed over NBC’s 
|attempt to shove the time change 
through “by going over their 
heads” to Henry J. Kaiser with the 


early 1950, announced he will not | proposal. NBC sent a two-vp task 
be a candidate for re-election at| force comprised of Don Durgin and 
the April 29 organization meeting | Mort Werner to Honolulu to handle 
of the board. He told the annual | this assignment. Their mission was 
stockholders’ meeting that he will|not accomplished. 
continue as a director. | Some agency sources are con- 
Robert E. MacNeal, Curtis’ pres- | vinced that one of the prime moti- 
ident, announced that since no one| vations in the Tuesday revision is 
\“could really replace” Mr. Fuller,| NBC’s desire to capture an extra 
lhe will propose a change in the |half-hour of station time—which 
| by-laws discontinuing the post of|is where the 10:30-11 period now 


| give Curtiss-Wright working con-| chairman, Mr. Fuller joined Curtis falls. This, they note, will aggra- 
| trol of the company, but Mr. Hur-|in 1908 and served as president) vate the station clearance problem 


Stuttgart, | ley said yesterday that there were | from Nov. 11, 1934, to April 24,|for an advertiser who accepts the | WLW-Radio, will succeed Mr. Jen- 
Daimler-Benz A.G. is one of the|no plans to exercise the option, ! 1950. 


e | period for a network show. 


was forced to move to make way 
for Old Gold and Toni’s new Wal- 
ter Winchell show. This one was 
canceled in short order and Gulf 
got the time back for Riley. 


s Some time ago, another long- 
running dramatic series was asked 
to move to make way for program- 
ming overhauling. In this instance 
the advertisers—Goodyear (Y&R) 
and Alcoa (Fuller & Smith & Ross) 
—-agreed to give up their Sunday 
hour to Chevrolet and to shift toa 
Monday 9:30 p.m., EST, spot for a 
show that is still to be selected. 

By the sort of coincidence that 
could give an agency a complex, 
Young & Rubicam also has a client 
who doesn’t see eye to eye with 
CBS. 

With “I Love Lucy” out as a 
first-run attraction next season, 
General Foods has decided to hold 
on to this choice Monday night pe- 
riod for another show. P&G, the al- 
ternate in the 9 o’clock spot, is 
expected to vacate along with Desi 
and Lucy. General Foods wants to 
put the “Danny Thomas Show,” a 
longtime ABC vehicle, into the pe- 
riod, but CBS programming bosses, 
who have a house full of their own 
packages and performers to choose 
from, as well as a good supply from 
independents, so far are saying no. 
They are not interested in turning 
over Lucy’s gold mine to a show 
with a 10 rating. Y&R is not an- 
noyed at CBS and considers this 
an honest difference of opinion. 


s Armstrong-Kaiser defection not 
withstanding, it was still a good 
sales week at NBC. In addition to 
the Reynolds buy, there were 
deals negotiated with Warner- 
Lambert (Sullivan, Stauffer, Col- 
well & Bayles) for the new John 
Wayne western, “Restless Gun,” 
and for alternate weeks on the 
nighttime “Tic Tac Dough” tele- 
cast and with Buick (Kudner 
Agency) for “Wells Fargo.” Pola- 
roid Corp. (Doyle Dane Bernbach) 
and Drackett Co. (Y&R) made 
short term buys on Steve Allen, 
who will be fully sponsored on 
alternate weeks by S. C. Johnson 
& Son and Pharma-Craft Corp. 
starting July 7. 

Also, General Foods Corp. 
(Y&R), 104 quarter-hour segments 
in four programs; Chesebrough- 
Pond’s Inc. (J. Walter Thompson 
Co.), 156 quarter-hour segments in 
four programs; Procter & Gamble 
for Oxydol (Dancer-Fitzgerald- 
Sample) 78 quarter-hour segments 
on a single program; Alberto- 
Culver Co. (Geoffrey Wade Adver- 
tising), 104 quarter-hour segments 
in four programs; Miles Labora- 
tories (Geoffrey Wade Advertis- 
ing), 78 quarter-hour segments on 
an unspecified number of pro- 
grams, and S. O. S. Co. (McCann- 
Erickson), 52 quarter-hour seg- 
ments on two programs. 

Perhaps this was enough incom- 
ing traffic to keep NBC officials 
from worrying too much about a 
couple of departing advertisers 
who didn’t agree with their strate- 
gy for battling CBS on Tuesday 
night. + 


Crosley Boosts Jensen, Gray 
Crosley Broadcasting Corp., Cin- 
cinnati, has appointed Eric Jensen, 
currently manager of WLW-D, 
Dayton, administrative assistant to 
|\John T. Murphy, vp in charge of 
television, effective May 1. George 
Gray, general sales manager of 


|sen as general manager of WLW-D. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 


counts, size and frequency apply. 


Tarte Shae air 


6 MONTHS ENDING DEC. 31, 


HELP WANTED 


AVERAGE PAID CIRCULATION FOR 


36,916 


HELP WANTED 


1956 


2 - STAFF OPENINGS - 2 
Long established Iowa agency: 
1—TV and Radio director, to control 
firmly established accounts. Must know 
roduction and write good radio and 
TV Geos. 


2.—Layout Artist and Production man or 
woman, with at least two years agency 
or adv. dept. experience. 

— complete background in confidence 


Box 9480, ADVERTISING AGE 
200 z Illinois St., Chicago 11, Illinois 


MOLENE 


BRNO GD cccccccsesse0e0 Public Relations 
Copywriters . Advtg. Managers | 
Artists ...... Media ..... Production ...... Service 


“all is grist which comes to our mill” 
Andover 3 4424-105 W. Adams St.-Chgo. 3 


WRITERS! There is a strong demand in 
the New York market for all types of 
material. We offer honest appraisal and 
placement. Write for terms today! Daniel 
S. Mead, Literary Agent, 419 Fourth Ave. 
New York. 


NEEDED AT ONCE 
Advertising director, who can also handle 
publicity and public relations for one of 
the fastest growing farm equipment man- 
ufacturers in the nation. This firm is lo- 
cated in Nebraska. Good salary and won- 
derful opportunity for the right man. 
Send biography and snapshot. 

Box 9498, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment Agency 
469 E. Ohio St., Chgo. Su 7-2255 


GIRL WITH CREATIVE FLAIR (22-40) 
needed by ad agency as asst. editor to 
write features for small magazine. Expe- 
rience with typesetters desired. Give ed- 
ucation, experience, age, salary required. 

Box 9499, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Space salesman needed by industrial 
magazine with top circulation in field. 
Travel Mid-West, Chicago headquarters. 
Excellent starting salary and opportunity 
for growth. Send Brief resume to: 
Box 9456, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


| midwest agency. 


ADVERTISING-EDITORS 
RADIO-TV Account Exec, Agency exp 
MDSE MANAGER, 


fs aS $15,000 
COPY-CONTACT, 

PAGTRBEIEI oececss csr 000 rscevcecccenccsencceenssed $10,000 
PUBLIC RELATIONS, 

Agricult'l , 


COPYWRITERS ows 
EDITOR, Civil Engr exp. 

SHAY EMPLOYMENT AGENCY 
30 W. Washington Chicago 2, Hlinois 


SPACE SALESMAN 
Chicago Office 
NATIONAL MAGAZINE 

Leader in its Field 
Experience enough to start selling imme- 
diately. Age under 38 years. Salary: That 
will depend on you. Send qualifications 
and picture. 

Box 9523, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SEASONED AD-BUILDER WANTED. Ex- 
cellent opportunity for versatile copy- 
writer to go places with soundly growing 
Minimum starting salary 
$600 per month to qualified candidate— 
more if your experience and work record 
prove you're worth it. Send resume to: 
Box 9524, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Need experienced layout artist and copy 
writer. 
fied person. 
Box 9525, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St., Ha 7-1991 Chicago 


SECRETARY FOR AD MANAGER of in- 
dustrial magazine. Should be familiar 
with copy chasing, advertising control 
and production terminology. Modern air 
conditioned offices in Des Plaines suburb. 
Box 9522, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Wanted: Chicago reporter on midwest mail 
order trade activities and news for new 


Excellent opportunity for quali- || 


mail trade publication. Box 591, Lynn, 
Massachusetts. 
Our 46th Year 
AE, food or beer 
strong in merchandising OPEN 
ADV. MGR. 10, 
AGCY. RESEARCH ASST. to $10,000 
TIME BUYER ,500-$9M 
SALES PROM. ASST., with 
sales experience to $8,000 


GLADER CORPORATION 


“The Agency's Agency"’ 
Harris, Dir. Adv. Div 


Don 
110 S. Dearborn CE. 6-5353 Chicago 


POSITIONS WANTED 


MEDIA BUYER 10 years space sales exp. 

ought to provide good background, age 

39, married, Chicago area. 
Box 9421, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


AGENCY PRODUCTION MANAGER 
WANTS NEW JOB! 
15 years production experience with a 
medium-size New York agency, thor- 
oughly capable production manager 
would like new job. 
Box 9423, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
PRODUCTION MAN—TYPE DIRECTOR 
Philosophy: Yes, It Can Be Done! 
20 years practical graphic arts production 
experience. With present firm 9 years. 
Control expert on engravings, lithography 
and letterpress. Wants challenging change. 
Box 9155, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Have Experience, Talent & Ambition to 
| trade for Responsible Position, Good Sal- 
|ary (approx. $7500) & Opportunity toe 
| Grow. Three years Asst. Adv. Mgr. na- 
| tional furniture mfgr. handling creative 
& administrative functions. Perfect for 
position as ad mgr. or asst. 27 years old, 
married. 
Box 9534, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

I'VE HAD IT with the Midwest Sinus. 
If a Westcoast agency or space firm 
wants a creative space cadet with five 


rience, leave us talk—now. My bags are 
packed. Write: L. R. Hutchison, 241 
Maple Ave., Mundelein, Il. 

COPY 
“quick study” free lance . . . swings into 
the right appeal like a Geiger counter. 
Sweet wordsmith 10 years in gen’ print, 
radio advertising & promotion. Marion 
soaves, 22 Grove, New York 14, OR 5- 


HE IS tep movie and still photog—He 
writes copy, scripts, and trade journals— 
He wants film, TV, Agcy, or PR 

| Box 9526, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ilinois 


INDUSTRIAL DESIGNER 
(PACKAGING) 
Wanted for 
CALIFORNIA 
The expanding product develop- 
ment activity of an integrated 
West Coast manufacturer of 
paperboard packaging has cre- 
ated an poms for a man with 
proven ability to apply imagi- 
nation and ingenuity in findin 
solutions to a wide range a 
packaging problems. Required 
is act experience in the 
structural design of corrugated 
containers and/or folding car- 


ns. 
Well established corporation 
with retirement plan and other 
benefits. Salary open. You are 
invited to write to present your 

ualifications and receive fur- 

er information, to 

J. A. CONNOLLY 
P. O. BOX 3611 
San Francisco 6, Calif. 


years sales, agency and direct mail expe- | 


STAFF OVERWORKED? Call this | 


ASSISTANT TO 


salary, 


market research field 


firm. 


to Mr. 


MARKETING AND 
BUSINESS RESEARCH 
OPPORTUNITIES 


An expanding Business Research Department of the 
world's leading manufacturer of writing instruments 
has several excellent openings in marketing and busi- 
ness research. Areas of research include consumer 
product testing, sales and market testing in domestic 
and foreign markets, preference studies, new product 
investigations, etc. You will like working for a leader 
that is looking ahead and growing. In addition to your 
you expect bonus, paid life and health insur- 
ance, and retirement benefits. You will enjoy the gra- 
cious living in a beautiful southern Wisconsin city— 
close to nature and close to metropolitan areas. 


SENIOR: Bachelor's degree (preferably 

psychology). Minimum of three years experience in the 
in advertising agency, consumer 
goods company, or research firm. A master's degree would 
be a desirable plus, but not essential. 
include project planning, questionnaire design, execution 
of projects, report writing and staff supervision. 


JUNIOR: Bachelor's degree (preferably in marketing or 
psychology). Two or three years experience in the market 
research field in a consumer goods company or research 

In the case of an individual who appeors otherwise 

well qualified a master’s degree in marketing might be 

accepted in lieu of the experience requirement. 


Send a complete resume and your salary requirements 
M. Barab, Director of Business Research. Your 
correspondence will be held in confidence. 


THE PARKER PEN COMPANY 


Janesville, Wisconsin 


in marketing or 


Experience should 


AGENCY PRESIDENT 


President of medium size Chicago 
ad agency seeks top-notch assistant 
to help in administration and gen- 
eral account handling work. Un- 
paralleled opportunity for experi- 
enced, well-educated, agency man 
25-35 years who seeks to write his 
own ticket—money and opportunity 
wise. Must be a self-starter and able 
to handle heavy work load—know 
all phases of business; personable 
and have good contacts. Ability to 
write interesting copy important. 
Leads to top executive position. 
Give complete résumé. 


Box 561, Advertising Age 
200 East Illinois St., Chicago 11, Ill. 


POSITIONS WANTED 


Advertising Age, April 22, 1957 


ATTENTION 
Can you use a man with 7% years TV Pro- 
duction experience? Four years of this 
spent in executive position at top TV | 
station in number two market. 
Box 9527, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


LOOKING FOR AN ADVERTISING 
PLANNING ASSISTANT? 
8 yrs. exp. in adv. typography. Know 
mechanics of production—layouts, paste- 
ups, type, etc. Familiar with mail order. 
Degree in Mktg.-Mgmt. Emphasis on 
ace’t. and adv. Mechanically inclined. 
Good deal for mfg. concern. Looking for 
opportunity for advancement. Salary 
open. Available in June. Have wife and 
hi-fi. Want to relocate. Write today. 
Box 9528, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


NEED AN ARTIST? 
A_ fully experienced figure illustrator 
who can create selling ideas and carry 
thru to the finished art in full color. 
Now free lancing; tired of working alone 
Box 9529, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING - SALES EXECUTIVE 
Ten years experience, residing Connecti- 
cut, considers to change horses. Present 
speed: $14,000 a year. 

Box 9530, ADVERTISING AGE 
| 480 Lexington Ave., New York 17, N. Y. 


WASHINGTON PR 
Craftsman, 36, experienced association 
work, consumer education, export mar- 
kets, eager for shift to tough job. Knows 
| government operations, able 
Former Washington news analyst, writer 
| for top magazines, newspapers, Minimum, 
| $12,500. 

Box 9531, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
CONTROLLER - OFF MGR AD AGENCY 
Prepare, analyse all Financial Reports, 
Budgets, Forecasts, Client Costs, Expense 
Controls; Methods, Procedures, Super- 
vise Billing & Office Personnel. Will 
relocate. For complete accuracy in Ac- 
counting Department 
Box 9532, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
For Hire: 10 Flying Fingers, 
7 years exp. = 1 secy with aspirations to 
’ Administrative Asst. New York City. 


Box 9533, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. ¥. 


speaker. | 


1 busy brain, | 


AGRICULTURAL 
| ADVERTISING MAN 
|| Excellent opportunity in strong, 
Midwest 4-A advertising agency 
for a man who has had experi- 
| ence in creating, writing and 
administering farm paper ad- 
vertising and direct mail. Good 
salary and profit sharing in 
business. Write in detail giving 
educational background etc. All 
inquiries will be held in strict 
|| confidence. 


Box 519 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


| BUSINESS OPPORTUNITIES 


Rural suburbia is worth going after 
Test it now in Sanders’ Genesee Valley 
publications, Geneseo, New York 


| PUBLICITY 

| Unusual opportunity for experienced free 
|lancer or small publicity group to func- 
tion as PR dept. of aggressive small 
Madison Ave. ad agency. Maintain own 
identity, operate from private 2-room of- 
fice, separate entrance. Minimum guar- 
antee, fixed fee or participation basis. 
Handle all details, including planning, 
writing and placing resultful product and 
company publicity in consumer and trade 
media. Experience in plastics, home fur- 
nishings, package goods preferred. Write 
full details. 

Box 9535, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
TO AN ALERT PUBLISHER: 

Establish the first publication in a new, 
national market. Presently limited in 
size; can be reached economically. Ide- 


ally suited for tabloid publisher. 
Box 9536, ADVERTISING AGE 
480 Lexington Ave., 


New York 17, N. Y. 


PERSONNEL 
INTERVIEWER 


We have a vacancy in our office for 
a sharp, aggressive woman or man 
with a good b/g in the advertising 
and public relations fields, to take 
complete charge of our Advertising 
Dept., screening and placing top 
calibre people with the better agen- 
cies and companies. 
This is an opportunity for someone to 
step into an active desk and earn well 
into five figures. 
Contact Bill Latham 

Wabash —— Agency 

202 S. State, Chicago, WAbash 


— 
} MARKET RESEARCH MANAGER 
Outstanding opportunity with multi-plant 

dairy foods company to head-up market 
research program. This job reports to the 
Sales Vice-president, and the man se- 
lected must be able to direct and conduct 
consumer research and market analysis 
projects. A thorough knowledge of tech- 
| niques to measure and evaluate distribu- 
tion, share of market, price demand, con- 
| sumer attitudes is absolutely necessary 
pereenas } Requirements: 
| 30-45 
Education: Bachelor's in business admin- 
| istration, or liberal arts major in market- 
ing or economics. Some graduate work 
referred. 

xperience: 3-5 years in market research 
rogram in industry 

ginnin Salary: $7500-$8500 
centive plan and immediate pa 
in profit sharing-retirement plan. 
insurances 
Location: Relocate to a large midwestern 
city at company — 
If you believe you have these qualifica- 
tions, send immediately a complete 
résumé including education, experience 
and present earnings 

Box 550 ADVERTISING AGE 
200 E Illinois St.. Chicago 11, Lilinois 


lus in- 
. 


MAGAZINE WANTED 


Client wants to purchase busi- 
ness magazine, any size. Will 
consider outright purchase or 
controlling interest. Publication 
must be located in or near Chi- 
cago. Need not be profitable at 
present. All replies held in strict 
confidence. Please write details 
such as field served, circulation, 
whether paid or controlled, fre- 
quency of issue, etc. Interviews 


The Midwest's 
outstanding placement 
service for Adv.-Art & 

allied fields. 

By appointment only 
59 E. MADISON + SUITE 1417 


CHICAGO 2, ILL. 
CEntral 6-5670 


with principal will be arranged. 
No telephone calls, please. 


Philippi Sales Promotion 
63 East Adams St., Chicago 3, Ill. 


PLASTIC PRINTING PLATES 


From Your Metal Engravings 


SQUARE 
INCH 


1 


company. A top producer, 33, ( 


a creative thinker, a wor 


ADVERTISING - SALES PROMOTION MAN 


8 years increasingly responsible advertising, sales promotion and mar- 
keting experience on national brands with agency (4A NY) and major 


and/or marketing ye 4 in consumer field. Energetic, a self-starter, 
ing executive. 
Box 560, Advertising Age, 480 Lexington Ave., New York 17, N. Y. 


AB Brown U.). Seeks advertising 


ROCHELLE ILLINOIS 


Memo to 


CHICAGO EMPLOYERS 


We have a number of highly qualified 


AGENCY PARTNERSHIP 
20 year old fully recognized and well 
financed midwestern agency needs expe- 
rienced working partner. Qualifications 


ACCOUNT EXECUTIVE 
$20, + 


Medium-sized Midwest agency seeks man 


on national, seqional, and local levele Foluied’ Must we heavily croatieg. anf abi 
ol 0) an oca eveis to me se other Sal plu libera 
Financing available for right man who incentives poensemn. Fe - confic tential rep- 
wants to reap all the benefits of his COSSRSESTER, CONIRES 
talents. Send complete resume in con- GEO. E. PYLKAS 
| fidence xecutive Advertising Consultant 
| Box 542 ADVERTISING AGE Cadillac Employment Agency, Inc. 
200 E. Illinois St., Chicago 11, Iilinols 220 5. Stat Chicago @ 2-4800 


ADVERTISING MANAGERS, COPY- 
WRITERS, ACCOUNT EXECUTIVES, 
SCRIPT WRITERS, TV PRODUCERS and 
DIRECTORS and PUBLIC RELATIONS 
MEN registered with us. 

Some are men and women with top 


agency, top account experience and 


trade publication experience 


ning down good news stories, 


| 
| “ADVERTISING AGE” SEEKS REPORTER 


ADVERTISING AGE is looking for a top-flight editorial man 


(or woman) in Chicago. Previous newspaper, wire service or 


would be desirable. The kind 


of reporter-writer we are looking for should be adept at run- 


handling rewrite and also be no 


stranger to copy editing. Experience in the advertising and 
marketing fields would be helpful, but not essential. Please 
contact Jack Graham, 200 E. 


Illinois St., DElaware 7-5200. 


past earnings running to five figures. 
Some are relatively inexperienced, 
with college degrees and a burning 
desire to get into advertising, radio 
or TV. 


NO FEES CHARGED 
applicants or employers. 


Professional, Sales and Clerical Office 
Illinois State Employment Service 
73 W. Washington Street 
Chicago—Financial 6-3960 
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Russian Ads Lack Sell, 
Soviet Critic Complains S<¥5 4M#'s Smith 


(Continued from Page 2) 
to buy and what to reject when 
they need something. . . 

“We look upon our advertising as 
broad propagation of scientific 
knowledge regarding the consumer 
value of goods and regarding the 
manner in which the goods can be 
used.” 


s This Utopian concept of Soviet 
advertising doesn’t quite work out 
this way in fact, Mr. Nikolsky la- 
ments. 

“Unfortunately, however, we of- 
ten do a very poor job of advertis- 
ing,” he writes. “One can see typ- 
ical ‘masterpieces’ of advertising 
‘creativeness’ on our city streets or 
on our highways. It is usually a 
signboard. Above—like an office 
stamp—is the name of the minis- 
try, administration and trust spon- 
soring the ad. Then come two or 
three bottles or jars—and again 
the stamp of the trust. Finally 
there is the laconic message: 

“‘*Buy the Chief Canning Ad- 
ministration’s green peas.’ 

“And when a little more text 
than ‘Drink the Chief Beer Admin- 
istration’s Beer’ is required, spe- 
cialists in industry or in the trade 
administrations and trusts are 
called upon. 


s “But,” Mr. Nikolsky buts, “these 
specialists don’t have the ability to 
write for an audience of many mil- 
lions, since in this case a master of 
words is needed, not a master of 
commercial ledgers or any author- 
ity on pressure cookers. 

“In the final analysis, what 
comes out is not an advertisement 
but a bureaucratic apology for an 
advertisement. Even the advertis- 
ing poster, leaflets and prospec- 
tuses that are produced frequently 
aren’t wanted by anyone. They lie 
around in the warehouses and sup- 
ply bases of industrial and trade 
organizations for months and even 
years.” 


s Another fault Mr. Nikolsky 
finds with Soviet advertising is 
its impersonalness, something that 
wouldn’t surprise capitalist readers 
of George Orwell’s novel, “1984.” 

“It must also be said that our ad- 


MIDWEST PRINTING BROKERS 
Large. expanding lithographic firm 


specializing in highest quality color 
advertising and booklet printing in- 
vites your inquiries. Complete serv- 
ice—art, layout, typography. litho 
plates, presswork and full mechan- 
ized bindery. New presses up to 58” 


two colors. Pioneers in developing 
latest methods of accurate color re- 
production. One of the most modern 
plants in U.S. in concept and equip- 
ment, doing an outstanding job for 
its customers. Meticulous personal 
attention by entire management to 
customers problems resulting in re- 
liable, exceptional quality produc- 
tion. If you have a good cientele 
with satisfactory credit ratings. you 
will find it advantageous to repre- 
sent this plant. BOX 559 ADVER- 
TISING AGE, 200 E. Illinois St., 


Chicago 11, Illinois. 


DRAKE PERSONNEL 


Confidential - Rapid - Nationwide 


SPACE SALES ocoeee Ola ee 
To age 45. Established publisher 
needs midwest representative for 
two industrial publications. Wide 
acquaintance among industrial ad- 
vertisers and agencies highly de- 
sirable. Outstanding opportunity. 


SALES PROMOTION MGR. ..... $12-15,000 
To age 40. College degree. Pro- 
gressive company in midwest seeks 
ambitious man with solid food back- 
ground. 


MARKET RESEARCH MGR. ....... $10,000 
To age 38. Progressive company of- 
fers top opportunity to ambitious 
man with broad Market Research ex- 
perience in food and beverages. 


ASST. MERCHANDISING MGR. ..... $7, 
Top level appliance mfr. offers op- 
portunity to sharp young man with 
experience in Direct Mail and sales 
correspondence. 


B. L. Clem 
220 S. State + Chicago + HA 7-8600 


me : 


vertising is impersonal and ad- 
dressed to everyone,” Mr. Nikolsky 
laments. “But we also need indi- 
vidualized advertising addressed to 
certain categories of consumers. . . 

“Advertising must be concen- 


tiveness must be checked and nec- 
essary changes must be made 
according to how the campaign 
progresses. Success of an advertis- 
ing campaign must be evaluated by 
its results—by how much it helps 
to solve the practical tasks placed 
before it, such as, for example, 
popularizing cod fish, sprats or 
sweet corn.” 

# Another problem Mr. Nikolsky 
discusses is that of circulation of 
publications carrying advertising. 

“We must also sharply increase 
the circulation of our advertising 
publications,” he says. 

“Published advertising must 
have wide circulation. Small circu- 
lation doesn’t reach the general 
population but merely penetrates 
the government apparatus, actually 
serving only to comfort certain 
clerks who make reports on ‘the 
progress of advertising efforts’.”’ 

Also, Mr. Nikolsky feels that, 
in some respects, Soviet advertising 
could do without certain “capitalis- 
tic characteristics.” 

“Our advertisements call too 
much attention to the ‘firm’ and to 
the trade name of the product,” he 
writes. “In so doing, we are copy- 


which are entirely unsuitable for 
us. The older generation of Soviet 
people still recall the old Russian 
capitalist advertisements: ‘Brokar 
perfumes,’ ‘Mercedes tires,’ ‘Brod- 
sky sugar,’ and ‘Nobel kerosene.’ 


s “But we don’t need such adver- 
tising. We must, of course, indicate 
the name of the product and the 
Soviet ‘firms’ that make it. But the 
emphasis in our advertising 
mustn’t be on the names since the 
main objective is to publicize the 
nature of the product—to tell the 
buyer about the product’s virtues 
and the ways in which it can be 
used. 

“It is the task of our advertising 
to help educate new tastes—to cre- 
ate new wants and new demand. 

“This means that the most com- 
mon form of advertising must be 
the type that tells and shows fully 
and clearly the useful qualities of a 
product. . . 

“Our advertising is intended for 
the millions—and where there are 
millions of people concerned there 
we have an important matter of 
(state) policy. We cannot spare 
either money or effort to carry out 
this policy in a Bolshevik way.” 


Dixie Cup Plans ‘57 Push 


The 1957 ad program for Dixie 
Cup Co. will include use of net- 
work tv, network radio, consumer 
and trade publications. On the 
schedule are Everywoman’s Mag- 
azine, Family Circle, Life, Parents’ 
Magazine, The Saturday Evening 
| Post, Western Family and Wom- 
an’s Day. Dixie Cup is a newcomer 
on the “Tennessee Ernie Ford 
Show” on NBC-TV, and will again 
be a sponsor of “Queen for a Day.” 
Radio shows include “Breakfast 
Club” and the “Robert Q. Lewis 
Show.” Hicks & Greist, New York, 
is the agency. 


Y&R Names Copy Directors 


has appointed Jerome G. Darrow, 
Dermott F. McCarthy and Robert 
|Eastright associate copy directors. 
|Mr. Darrow and Mr. McCarthy 
|formerly were senior copywriters. 
| Mr. Eastright was a writer-tv film 
producer. 


ing capitalist advertising practices | 


‘Need for “Wise’ 
‘Marketers Grows, 


(Continued from Page 2) 
York chapter today, “We must cre- 
late demand continuously and on 
lan ever enlarging scale if we hope 
|to keep our productive facilities 
| profitably employed. 
| “Striking evidence of this de- 


trated and purposeful. Its effec-| velopment was the announcement | 


last month that, for the first time 


in this country’s history, there are | 


fewer workers employed in pro- 
duction than in distribution and 
services,” he continued. 

New products and new services 
have brought about major changes 
in patterns of wholesaling and re- 
tailing, and marketing-minded ex- 
ecutives are necessary for contin- 
uous reappraisals, he said. 


s “Companies that have failed to 
keep abreast of changing competi- 
tive conditions have found it in- 
creasingly difficult to maintain 
their profit positions,” he pointed 
out. “One has only to look at the 


industries as brewing, dry goods 
wholesaling and railroading to see 
| what can happen to companies 
ithat have not had marketing- 
|minded management.” 

| Mr. Smith predicted a growth 
of interest in the subject of re- 
search. 

| “As the function of marketing 
|gains greater recognition in top 
| management circles, men who are 
| capable of making wise marketing 
decisions inevitably will be in 
greater demand,” he said. 

Among marketing executives, 
|Mr. Smith pointed to a growing 
jinterest in related technologies 
|such as operations analysis, moti- 
vation research and electronic data 
| processing. These areas are being 
|}explored in depth to discover new 
ways to improve marketing effi- 


| ciency. 


ls Mr. Smith also outlined other 
moves he said the AMA should 
undertake to capitalize on the 
growing recognition of marketing. 
_ Among them were (1) changes in 
|the AMA structure to make mem- 
bership more attractive to new 
marketing executives and (2) en- 
gaging a paid managing editor for 
the Journal of Marketing, a selec- 
tion which is currently being 
made. 2 


FTC Hits Otarion 
’ . 
on Deceptive’ Ads 
WASHINGTON, April 15—Adver- 
| tising claims for “The Listener,” a 
hearing aid manufactured by Ota- 
rion Inc., have been described as 
false in a Federal Trade Commis- 
sion complaint. Otarion, Dobbs 
Ferry, N.Y., has been advertising 
that “The Listener” is cordless and 
completely contained in ordinary 
eye-glasses. Despite these claims, 
FTC says, part of the hearing aid 
can be seen and is distinguishable 
from eyeglasses. Further, accord- 
ing to the complaint, a cord runs 
from the eyeglass frame to the 
ear, with a part fitting into the 
ear. 


The complaint cites Otarion ad- 
|vertising claims which include 
| phrases such as “defies detection,” 
i“*no ear button,” “no attachments 
of any kind,” “without wires, cords 

or buttons in the ear.” These state- 
ments are deceptive and mislead- 
ing, says FTC. 

Otarion’s franchised Washington 


Young & Rubicam, New York, | distributor, Rosemond Hearing Aid 


|Co., and Otarion’s president-treas- 
jurer, Leland E. Rosemond, are 
j/named in the cemplaint. 

| The parties have 30 days in 
|which to file an answer to the 
j}complaint; hearing is scheduled 
| June 10 before an FTC examiner.e 


business mortality figures in such | 


4 


even when she shops she won't take risks 
| 


She's always satisfied most with a 


BRAND thats made a NAME for itself! 


~ 


|PROUD—The 1957 campaign for 
|Brand Names Foundation will be 
| released to coincide with Brand 
|Names Week, April 28 to May 4. 
For the second consecutive year, 
Dancer-Fitzgerald-Sample is act- 
ing as a voluntary agency to create 
the foundation’s campaign. 


'Gore-Serwer Adds 
Ten New Accounts; 
Greenland Named VP 


(Continued from Page 2) 
New York (maker of dictating ma- 
chines); Arden Farms, New York 
(packaged diced ice cream); and 
Adirondack Chair Co., New York. 

Gore-Serwer celebrated its first 
year of operation last month. It 
represents the merger of Chester 
Gore Advertising and Harry Ser- 
wer Inc. The Serwer agency, a soft 
| goods shop, began business in 1920. 
| Chet Gore, formerly with Norman 
|D. Waters & Associates, opened 
his own agency in June, 1955, also 
heavy in soft goods accounts. 

Anxious to break out of the soft 
goods mold, Mr. Gore has since 
broadened his agency’s base. 
Standard-Triumph Motor Co., im- 
porter of the Triumph sports car, 
became a client last month; the 
agency also handles several im- 
ported wines and liquors. 


s “In fact,’ said Mr. Gore, “we 
now handle just about every type 
of account except industrial com- 
panies. We have taken an import- 
ant step forward by branching out 
into the food field. These are our 
first food accounts, and we are 
happy to have an opportunity to 
show what we can do in this field.” 

In 1956, Gore-Serwer reported 
billings of $1,006,192. Mr. Gore 
estimates that with this flock of 
new business, the agency is cur- 
rently billing more than $2,000,000. 

The agency now has an employe 
force of 22, and Mr. Gore expects 
to expand the staff to service the 
new business. One of the new ar- 
rivals at the agency is William 
Bowman, who has been appointed 
art director. He was formerly an 
art director at J. Walter Thompson 
Co., Doyle Dane Bernbach Inc. and 
Calkins & Holden. ° 


Texas Clears Way for Ads 

Texas, the only state not entitled 
by law to advertise (except for 
Texas “brags’”’), has cleared the 
way for a constitutional amend- 
ment to permit the use of state 
money for advertising its tourist 
and industrial attractions. Both 
houses of the legislature have ap- 
proved a proposed amendment 
which will be voted upon in No- 
vember, 1958. 


Rolscreen Names Fanning A.M. 

C. W. Fanning has been appoint- 
ed advertising manager of Rol- 
sereen Co., Pella, Ia. He formerly 
was advertising manager of Vic- 
tor. Animatograph Corp., Daven- 
port. 


a 
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(Continental Ads 
Herald New L.A., 
Chicago Flights 


(Continued from Page 3) 
| A 50-showing outdoor campaign 
| will run this month here and in 
| Chicago and Los Angeles. There 
also will be 18 mailings of direct 
| mail pieces, plus point of sale in 
travel offices. Galen E. Broyles 

Co. is Continental’s agency. 
Continental broke into national 
advertising for the first time ear- 


| 


lowed by weekly insertions of 
two-thirds page b&w ads for the 
rest of this month, with another 
full-color page slated for the May 
6 issue. 


® The advertising highlights Con- 
tinental’s luxury club coach flights 
into Los Angeles and Chicago. The 
planes are new DC-7Bs, which 
contain a five-seat club lounge and 
a stag smoker lounge. 

Hot meals and cocktails will be 
sold to passengers. All seats will 
be reserved. All Continental Chi- 
cago and Los Angeles flights, at 
least for a while, will be coach 
only. Rates are the same as coach 
flights on other scheduled airlines. 

“We feel that this is a revolu- 
tion in merchandising air travel,” 
says Robert B. McWilliams, vp 
and account executive at the 
Broyles agency. “This new ar- 
rangement of hot meals and cock- 
tails, lounges and reserved seats 
take the stigma out of coach trav- 
el. Prior to this new plan, such 
things were offered only on first 
class flights.” 


# One of the biggest problems 
facing Continental in Chicago and 
Los Angeles is to become known, 
he said. “Continental is well known 
and respected throughout the 
western states that it has served 
for 22 years, but now it is entering 
two strange markets, where other 
major airlines have been estab- 
lished for years.” 

Continental is merchandising its 
company and services with “flight 
shows” here and in Chicago and 
Los Angeles. The shows feature 
exhibits and pictures of Continen- 
tal’s planes, route maps, equip- 
ment and other important infor- 
mation. 

More than 2,500 travel agents, 
traffic managers, shippers, com- 
peting air lines employes, newspa- 
per men and business executives 
attended the Chicago show last 
week. - 


Scholl Plans Sandal Push 


Scholl Mfg. Co., Chicago, will 
use major magazines between 
April and September to promote 
its sandals. The ads will stress the 
“barefoot freedom” and restful 
support resulting from the built-in 
metal arch support and cupped 
heel of Dr. Scholl’s Arch-Lift san- 
dals. The schedule includes Ebony, 
Esquire, Holiday, Life, McCall’s, 
The New York Times Magazine, 
The Saturday Evening Post and 
Vogue. Donahue & Coe, New York, 
is the agency. 


Edison Plans $500,000 Push 

S. M. Edison Chemical Co., Chi- 
cago, has scheduled an “unprece- 
dented” $500,000 national cam- 
paign to introduce its summer 
skin care package of Dermassage. 
The media _ schedule _ includes 
newspaper coverage in 67 mar- 
kets, spot radio and ads in Good 
Housekeeping, Life and The Sat- 
urday Evening Post. Stern, Wal- 
ters & Jaster, Chicago, is the 
agency. 
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Readership Quality, Not Circulation| ™ 
Type, Gives Publication Sell: Buzby 7 


(Continued from Page 1) 
the free magazines, he said. “We| 
even have one publisher who has| 
one paid circulation magazine and 
one free, and he gets along beauti- 
fully with himself.” 


s Either kind of circulation can be 
good or poor, Mr. Buzby argued, 
and he cited various kinds of paid | 
circulation procurement: (1) Mail | 
(with or without premiums or cut} 
prices and special offers); (2) can-| 
vassers, group subscriptions (in 
which the individual subscriber | 
may or may not pay part); (3) in- 
dependent subscription selling) 
companies (who commonly retain 
100% of the price they collect); (4) 
circulation paid as a non-deduct- 
ible part of membership dues. 

In the free circulation field (Mr. 
Buzby used “free” as opposed to 
*“controlled’’ throughout his | 
speech) there are also variations, 
mostly relating to (1) verification 
methods; (2) the extent to which a 
recipient has indicated a desire to 
receive the publication and (3) the 
extent to which a publisher goes to 
prove to himself and his advertis- | 
ers that he is getting good reader- 
ship and giving his readers infor- 
mation they want. 

Then there is the question of 
pass-along circulation—which he 
thinks all good business papers en- 
joy—and whether the pass-along 
readers represent paid or free cir- 
culation. 


# “Now I point out all these things, 
not to create confusion, but to es- 
tablish the fact that the whole mat- 
ter is not as simple as it is often 
represented to be, and that either 
paid or free circulation can be rela- 
tively effective or ineffective, de- 
pending on many factors. 

“The important thing is that 
many of the factors which make 
the circulation and coverage effec- 
tive have nothing to do with the 
mere fact of payment or non-pay- 
ment.” 

Evidence says the reader neither 
knows nor cares whether the sub- 
scription is paid or not, he said. 

He then differentiated between 
the audiences of general magazines 
and business papers, saying the lat- 
ter reach “a carefully selected au- 
dience with a minimum of waste... 
whose editorial content is 100% di- 
rected to a particular group of 
people. . . [who] read not for enter- 
tainment but for enlightenment. . .” 

Then followed a short course in 
publishing economics. He cited) 
Iron Age (whose withdrawal from | 
ABC a couple of years ago pro- 
voked a furor). Its subscription | 
price is $5, and the actual mechan- 
ical costs (i.e., paper, printing, 
postage) per subscriber for 52 is- 
sues are more than $25. 


® It costs Chilton $5 to collect the 
$5 subscription price, he said, “so 
every subscriber we have costs us 
$25, whether the circulation is paid 
or free. When you multiply $25 by 
a circulation of 50,000, you see it 


is a very substantial sum. 

“Now there is no question about 
who is paying for this. You are. 
The advertising revenue which we 
receive is our only source from | 
which to pay the mechanical costs | 
of printing and mailing our mag- 
azine.” If the circulation is wa- 
tered, obviously the advertiser is 
shortchanged, he said; and de-| 
scribed how publishers try to keep 
circulations. 

Mr. Buzby then described the! 
circulation procedure on Automo- 
tive Industries (ABC circulation of 
about 20,000). Working by mail, 
the company sends out 20,000 re- 
newal notices and bills, costing 
about 10¢ apiece, and resulting in 


a return of about 50%. So Chilton! 


spends $2,000 to take in about $20,- 
000 in $2 subs. Then a series of six 
letters go out, bringing the total re- 
turn up to 77%, which is “the point 
of diminishing return, and which is 
the renewal percentage shown on 
our ABC statement.” 


® Here Chilton has a $28,000 prof- 
it, but still has the problem of se- 
curing 5-6,000 new subs to replace 
the non-renewals and increase 
coverage in the field. So 30,000 
letters go out, at a cost of $3,000, 
and a 1% return is par. So for 
$3,000 Chilton gets back $600 in 
$2 subs. 

Since the problem consists of 
working the same list, the cost of 
procuring subscriptions mounts 
with each mailing. By the time 
Chilton has the 5-6,000 new sub- 
scribers, it has spent its $28,000 and 
is approximately even. “This is ex- 
tremely good ... any industrial 
magazine publisher who breaks 
even on circulation procurement is 
playing the course in par,” he said. 

“You will be told that publishers 
make money out of circulation 
sales,” he said, but in any event it 
doesn’t amount to much. It will not, 
“as has been claimed, be much of a 
relief to the advertiser in defray- 
ing the mechanical costs of printing 
and mailing the magazine. Even 
if we were able to retain the entire 
$28,000 circulation profit on re- 
newals, on Automotive Industries, 
it would look pretty small” beside 
its $1,000,000-plus advertising rev- 
enue. 


8 Anyhow, Mr. Buzby said, it’s 
clear that every paid magazine 


publisher “makes a profit on his} 


renewals and pays through the 
nose for new subscriptions.” And, 
he said, in some situations procure- 
ment of new subscriptions ran as 
high as $20 per subscription. This 
again is because he must sell a 
large proportion of names on a 
relatively small list. 

Enlarging the list often results 
in “lowering the standards,” which, 
he said, is sometimes called “broad- 
ening their service to the industry” 
or “giving the advertiser deeper 
penetration.” 

“I advise you to take a second 
look when you hear these phrases,” 
he warned. 

Then he said frankly, “I believe 
that any trade paper publisher 
would rather have paid circulation 
than free—all things being equal 
—because his postage costs him 
considerably less, and he does not 
have to argue with the small and 
rapidly disappearing group of die- 
hards who believe that payment for 
subscription is the only guarantee 
of readership.” 


@ When a publisher is faced with 
the fact that maintaining quality 
paid circulation is prohibitive, he 
said, he does three things: 


e 1. “He goes to free circulation, 
finds out by whatever means he 
can who the proper people are, and 
simply mails his magazine to them. 
He then does such a good editorial 


|job that he will win their reader- 


ship, and subsequently prove it one 
way or another.” 


e 2. “He abandons quality control, 
‘broadens his service to the indus- 
try,’ and starts selling anybody he 
can collect a few dollars from. 
Much of this can be euphemized in 
audit statements.” 


e 3. “He goes broke.” 


So Chilton has both paid and 
free magazines, and Mr. Buzby 
stressed the request and verifica- 
tion procedure, saying requests 
were sometimes as expensive and 
troublesome as collections. 

He carefully said his remarks 


7 
| WILLIAM L. LAVICKA has joined Don- 


\ahue & Coe, Chicago, as an dc- 
count executive. He previously 
was an account executive with 
Needham, Louis & Brorby, Chi- 
cago, for seven years and before 
that was with Ruthrauff & Ryan. 


weren't designed to support either 
paid or free, and he asserted pub- 
lishers want to get their magazines 
into the hands of the largest num- 
ber of buyers at the lowest pos- 
sible cost. A business paper pub- 
lisher must rely on advertising 
income, because he shows little or 
no net from circulation. If the cost 
of circulation is too high, the ad- 
vertiser is either overcharged or 
the publisher loses money, he said. 


s “I know that cost of sales is of 
vital interest to all of you ' 
|Strangely enough, however, I 
don’t remember ever having heard 
a discussion with advertisers on the 
subject of the cost of sales of cir- 
culation, subscriptions and fulfill- 
ment, and of the part that this cost 
plays in publishing policies and 
practices. 

“It varies widely in different 
fields, and it is something the ad- 
vertiser should be interested in, 
because, whatever the cost is, he is 
picking up the tab.” e 


Parker Pen Sets 
8-Page ‘Coronet’ 
Unit in Gift Push 


(Picture on Page 1) 

JANESVILLE, Wis., April 18—The 
May-June gift season will be the 
occasion for Parker Pen Co.'s 
“longest and most thorough paid 
advertisement ever devoted to 
writing instruments,” scheduled 
for the June issue of Coronet. 

Eight color pages will feature 
almost the entire Parker line. The 
ad will carry an introduction by 
Amy Vanderbilt, giving her six 
reasons why writing instruments 
are “right” as gifts. Pens getting 
the treatment in the Coronet ad 


are the 61, 51, 41, 21, the Pardners | 


set and the Jotter ball-point. An 
out-of-this-world theme predom- 
inates in the multi-page ad. 

The May-June promotion is part 
of a spring push which includes 
| ads in Esquire, Holiday, Life, Look, 
Newsweek, The New Yorker, The 
| Saturday Evening Post, Time and 
|Sunday supplements including 
American Weekly and This Week 
Magazine. 


8s In addition, Parker Pen will 
return to tv as part of its national 
program. (Last September, Parker 
dropped the “Wyatt Earp” series 
and concentrated on print media 
throughout the Christmas season.) 
A spot tv campaign, featuring the 
61, will begin in the Southwest 
late this month and will extend 
throughout the country during 
May. 70 markets are on the spot 
schedule. 


er’s agency. 


Porter Named Exec VP 
Richard Porter, vp of Schwab & 


executive, has been named a vp. 


Advertising Age, April 22, 1957 


_ Newspaper Dollar Volume, 1955-1956 


Beatty, New York, has been made|cal Specialties 


Source, Bureau of 


AGRICULTURE 


ALCOHOLIC BEVERAGES 
Beers 
Wines 


SPEIUED acneiaicinncancepunbinsecigtaccegnsaianlinattens wonenvesbes 


AMUSEMENTS 


AUTOMOTIVE 
I ercdtitnnttectinietetin nice inbsnsanineeerscccccenenee 
I I iinet tiawiniinieiecienvenniies 
Parts & Accessories 


Passenger Cars (N@W) .......ccccccccsseeeereeees , 


Tires & Tubes 
Ly BI irercticctecepasiascrcnveccsccscesecees 
Miscellaneous Automotive 


CONFECTIONS 


EDUCATIONAL 


GROCERIES 
Baking Products 
Beverages 
Coffee & Tea 
ee on 
Miscellaneous Beverages... 
Cereals & Breakfast Foods .................. 
ES EN ee Oo , 

I POD. eertiricnceisencesvisnernvemnes 
Disinfectants & Exterminators ........... 
Laundry Soaps and Cleaners ........ 
Meots, Fish & Poultry .............. 
Miscellaneous Groceries ................... 


HOTELS & RESORTS 


HOUSING EQUIPMENT & SUPPLIES 
Air Conditioning 
Automatic Heating ..........ccccccceerees 
Automatic Refrigeration... 
Fixtures 
DRT. Aaereniniesionsnisinniiasinalionieecs aii 
Furniture & Furnishings ......... 
Heaters & Stoves ......... 
Miscellaneous .......... 


INDUSTRIAL ........sercess00000 
INSURANCE 


JEWELRY & SILVERWARE .......... 


MEDICAL 


MISCELLANEOUS 


PROFESSIONAL & SERVICE 


PUBLICATIONS 
BE SURO recuscevnevomessseonianies 
Magazines 
Newspapers 


PUBLIC UTILITIES 


RADIO & TELEVISION 
A f 
RI ik ai sti ciirineteecoenebaieranianens 
Miscellaneous Radio 


SPORTING GOODS ............ 
TOBACCO 
GEER scccccnnrnmnsnees 
Cigarets 
Tobacco 
Miscellaneous Tobacco 


TOILET REQUISITES 
Antiseptics 
Dentifrices 


Perfumes & Cosmetics... 
DOES GORING crceccccesinsccsnacscsrevecccscvsccovecees : 


Miscellaneous Toilet Requisites ................... 


TRANSPORTATION 
DEUS. cctitnstnsorsscsrrnememanemannmariane . 
Bus Lines 
Railroads 
Steamships 
Tours 
Miscellaneous 


Transportation 


WEARING APPAREL 


TOTAL GENERAL 


TOTAL GENERAL & AUTOMOTIVE ...... 


Tatham-Laird, Chicago, is Park- (Note: Figures do not include advertising production costs.) 
. 


Advertising, ANPA 


1956 1955 
(000 omitted) (000 omitted) % Change 


secabntite $ 16,105 $ 13,984 +15.2 
TOTAL 65,837 59,410 +108 
Semmesesen 16,010 17,021 — 59 
seepenenil 1,755 1,334 +316 
sane 48,072 41,055 +17.1 
sewnnteisee 1,545 1,636 — 5.6 
TOTAL 182,214 199,438 — 8.46 
oeeaninniid 1,957 2,702 —27.6 
ewer 32,357 28,636 +13.0 
avsinoenang 962 975 - 13 
103,255 126,119 —18.1 

5,132 4,918 + 44 

mene . 10,224 11,230 — 9.0 
peaigpanate 28,326 24,858 + 14.0 
padeaaioane 3,844 3,186 +20.7 
ies entipasal 1911 1,799 + 6.2 
TOTAL 149,011 135,824 + 97 
sensoeunve 23,913 20,229 + 18.2 
TOTAL 24,409 23,276 + 49 
nanenemnnes 11,342 10,393 + 9.1 
aes 8,180 8,892 — 8.0 
_ 4,887 3,991 + 22.5 
3,912 5,257 25.6 

10,581 8,781 + 20.5 

17,447 15,667 +114 

2,329 1,738 + 34.0 

29,400 28,886 + 18 

11,255 9,166 + 22.8 

25,765 22,824 +12.9 

15,753 14,379 + 946 

TOTAL 33,166 33,049 + 04 
deanna 1,846 1,997 - 76 
766 1,315 —41.7 

3,554 3,370 + 55 

311 327 — 49 

957 767 +248 

12,224 11,968 + 2.1 

1,943 1,926 + 09 

11,565 11,379 + 16 

18,832 14,027 +343 

14,186 13,359 + 6.2 

1,919 2,073 — 7.4 

24,439 23,681 + 3.2 

32,836 17,321 +89.6 

1,011 756 +337 

TOTAL 206,010 18,875 + 6.0 
—a 9,518 8,668 + 98 
8,449 8,729 — 3.2 

2,043 1,478 +38.2 

17,758 17,266 + 28 

TOTAL 22,043 18,882 + 16.7 
sionseutnde 6,827 5,806 +176 
14,352 12,252 +17.) 

864 824 + 49 

3,990 3,748 + 65 

TOTAL 26,005 19,586 +32.8 
2,032 2,033 — 0.0 

23,561 17,259 +36.5 

178 198 —10.1 

eihened 234 96 + 143.8 
TOTAL 36,480 38,630 — 56 
eunabeeed 310 303 + 23 
7,248 7,264 — 0.2 

13,383 14,748 — 9.3 

7 871 7,309 + 77 

7,668 9,006 —149 

TOTAL 39,511 35,810 +10.3 
21,613 18,764 +15.2 

2,771 3,026 — 84 

7,761 7,555 + 2.7 

3,310 2,848 + 16.2 

wesinatis 3,004 2,604 +15.4 
— 1,052 1,013 + 3.8 
sienna 9,590 8,603 +115 
sonnet 737,996 695,322 + 6.1 
~ 920,210 894,760 + 28 


Basford Gets Aerosol Division 
The Aerosol division of Chemi- 
Manufacturers 


exec vp and a director of the! Assn., New York, has appointed G. 
agency. John M. Jenks, an account| M. Basford Co., New York, to han- 
| dle consumer publicity and promo- 


tion for Aerosol pressure-pack- 
aged products. This is a new 
program and the first time the 
association has done group publi- 
city of this type. No advertising is 
planned at this time. 
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Advertising Age, April 22, 1957 


SILVER SCROLL—Rufus Choate (right), Scott-Choate Publications, pre- 
sents Silver Scroll to N. McK. Kneisly, Irving-Cloud Publishing Co., 


at National Business Publications 


meeting in Miami Beach, as Mr. 


Kneisly retires as NBP chairman (story on Page 3). 


Colgate Admits Exec Shuffle Will Give It 
Marketing Setup Similar to Competitors 


New York, April 18—Colgate- 
Palmolive Co. this week officially 


acknowledged that it is in the! 
throes of a major reorganization. | 


Edward H. Little, president and 

board chairman, announced earli- 
er that the company is adopting a 
divisionalized plan of organization 
for its domestic operations. 
“The plan we are adopting has 
been tailored to our _ specific 
needs,” he said, “but it is similar 
to plans that have proven quite 
successful for other leading 
growth companies. We are dili- 
gently at work putting it into ef- 
fect.” 

The announcement does not 
name any of the executives who 
will be filling the new posts with 
the exception of Ralph A. Hart, 
elected exec vp in February, and 
William T. Miller, last month 
named vp in charge of the house- 
hold products division. 


@ But ADVERTISING AGE reported 
last week that Carl Grace, exec vp 
and general manager of Colgate- 
Palmolive Co. Ltd. in Canada, 
would be named to head up the 
toilet articles division, and that 
Robert E. Hilbrant, now vp and 
general manager of the division, 
would become sales head, with 
Frank W. Reif expected to make a 
comparable shift in the household 
products division. 


In addition, AA reported that 
Advertising Manager Irvin W.|! 
Hoff would be named to the new 
and important position of market- 
ing manager in Mr. Miller’s divi- 
sion and Brand Ad Manager 
Thomas S. Carroll would move in 
as counterpart in the household 
products division. Several other 
executive changes in advertising, 
merchandising and research also 
were reported exclusively in these 
columns last week. 


8 Although Colgate made no com- 
ment about it, apparently the po-| 
sition of merchandising brand) 
manager has been abolished under 
the reorganization and the men in 
those posts are either being reas- | 
signed as assistant brand manag-| 
ers, returning to the sales force) 
from which they were originally | 
drawn—or leaving the company. 

Frank Bennett has resigned as| 
merchandising brand manager on | 
Ajax and Super Suds. Gene Nel- 
len, formerly merchandising brand 
manager on Liquid Vel, reportedly 
has been reassigned as brand 
manager 


those reportedly being reassigned 
to the sales force. Mr. Schlagater 
is going to the West Coast. Mr. 
Finkel, formerly merchandising 
brand manager for Cashmere-Bou- 
quet and Florient, has been as- 
signed to Baltimore as district 
manager. 


s Dr. Harry Wolfe, who resigned 
as market research director after 
15 years (the reorganization will 
eliminate that position), intends to 
establish his own company, Harry 
Deane Wolfe & Associates, at 35 
Harris Park, Red Bank, N. J. He 
will be a consultant in advertising, 
product development and _ sales 
management and will serve non- 
competing companies on a retain- 
er or one-shot basis. 

High on the list of likely candi- 
dates to succeed Keith Dresser as 
sales promotion manager of the 
soap department is Joseph R. Di- 
Rienzo, currently assistant sales 
promotion manager. 

Several other miscellaneous po- 
sitions are being eliminated by the 
reorganization and jittery or “re- 
signing” executives are making 
the rounds in increasing numbers. 

Colgate’s public relations, until 
now noted chiefly for its inertia, 
seems destined for an overhauling. 
Spencer C. Valmy, formerly vp at 
the Ettinger Co.—which periodi- 
cally handled outside pr projects 


|for the company—has joined Col- 


gate. Presumably, he will head up 
a new internal pr department. Et- 
tinger recently merged with Com- 
munications Counselors Inc. 


® As outlined in broad form by 
the company’s press release, the 
reorganization plan is essentially 
similar to the one reported by Ap- 
VERTISING AGE last week. It calls 
for a change from the company’s 
functional type of operation to a 
decentralized form of management 
and the establishment of two com- 
pletely integrated operating divi- 
sions: (a) household products, 
which includes soap and deter- 
gents, and (b) toilet articles, “each 
with sufficient control over all 
major activities, so that they could 
be held accountable for profit re- 
sults.” 

Each of the divisions will have 
“immediate responsibility for sales, 
advertising, market research and 
packaging activities for all prod- 
ucts of the division. As soon as 
practicable, additional functions 
such as research, purchasing and 


on Fab, Super Suds,| manufacturing will be turned over 


Florient, Kan-Kill, Kirkman’s and|to each.” 


Octagon. 
Phil Schlagater, formerly mer- 


A vp will be in charge of each 
division with “full authority over 


Last Minute News Flashes 


Incentive Company Acquires Chief Competitor 


Dayton, April 19—Cappel, MacDonald & Co., largest U.S. sales in- 
centive company, has purchased Belnap & Thompson, Chicago, the 
second largest, ADVERTISING AGE has been reliably informed. Principals 
of both companies have refused either to confirm or deny the report, 
but it is understood that the transaction has been substantially com- 
pleted, and that Belnap & Thompson will be operated as a competitive 


| subsidiary—like Ross Coles & Co., Chicago, another Cappel, MacDon- 
| ald subsidiary. 


‘Bruck Joins Kletter; Execs Re-Shape Agency 

| New York, April 19—Franklin Bruck Advertising Corp. will change 
its name May 1 to Heineman, Kleinfeld, Shaw & Joseph. Mr. Bruck 
has sold his interest to his associates. M. J. Kleinfeld, formerly secre- 
tary, becomes board chairman, succeeding Mr. Bruck. Mort Heineman, 
president for the past two years, continues in that office. Both have 
| been with the agency since it opened 25 years ago. Joseph Shaw con- 
|tinues as vp and art director and Julius Joseph Jr. continues as vp 
| and media director. Mr. Bruck, who has joined Edward Kletter Asso- 
ciates, told ApbvEeRTISING AcE that he and Mr. Kletter are forming 
Parkson Advertising Agency, which they expect to open about July 1. 


$1,500,000 Push Launches TWA’s Jetstream Service 


New York, April 19—In one of the largest campaigns in its history, 
Trans World Airlines will highlight the introduction of its Jetstream 
service to the West Coast and Europe with four-color spreads in the 
May 23 Life and in Look, Newsweek, The New Yorker, The Saturday 

Evening Post, Time and U.S. News & World Report. The magazine 
campaign will be supplemented by full-page newspaper ads, spot 
radio and outdoor in the 14 cities which will be served by Jetstream 
Service beginning July 1. The $1,500,000 campaign is being handled 
by TWA’s agency, Foote, Cone & Belding, New York. 


Schick Boosts Petty; Other Late News 


e O.A. Petty, formerly assistant to the president of Schick Inc., Lan- 
caster, Pa., has been named to the newly created post of exec vp. Paul 
G. Garrity, general sales manager, has been appointed a vp. Mr. Petty 
was appointed vp in charge of sales in 1954 and in June, 1956, was 
named assistant to the president. Mr. Garrity joined Schick in 1953 
as a sales supervisor in the New York state territory. 


e Walter McNiff, formerly regional manager and account supervisor 
for Kenyon & Eckhardt, San Francisco, has been named to head the 
West Coast office of the Television Bureau of Advertising, 369 Pine 
St., San Francisco. This is a new post for the bureau. 


e Time will open an advertising sales office in Minneapolis next 
month, headed by Gordon Ritz, now with the St. Louis sales staff. 


e Church & Dwight Co., maker of Arm & Hammer and Cow brand 
baking soda, enters tv April 22, sponsoring a 15-minute segment of 
“Tic Tac Dough” (NBC-TV) every other Monday night, alternating 
with Toni home permanent. Church & Dwight ran tests of the medium 
before signing a 52-week contract with NBC. 


e R. H. Macy & Co., New York, has been prohibited from using or ad- 
vertising the name Bufferin in connection with any other product ex- 
cept Bufferin, made by Bristol-Myers Co. U. S. southern district court 
granted a preliminary injunction against the department store in the 
suit brought by Bristol-Myers (AA, Jan. 14), alleging infringement and 
deceptive practices by claiming that Macy’s buffered aspirin is the 
same as Bufferin. The court ruled there was “uncontroverted proof” 
that Macy’s clerks used “fraud and deception” in switching customers 
from Bufferin to Macy’s own product and had also attempted to make 
the name Bufferin “a common descriptive or generic term.” 


e The Canadian government took a long-awaited step Thursday (April 
18) when it filed a suit against Reader’s Digest for non-payment of a 
special 20% advertising tax on Canadian editions of foreign magazines 
(AA, April 8). The suit was filed in exchequer court of Canada, Ot- 
tawa, and probably will not be heard until next fall. Time, the only 
other magazine believed to be affected by the tax, has met its pay- 
ments. 


e Ransom P. Dunnell and James S. Hauck have been elected vps of 
H. B. Humphrey, Alley & Richards. Mr. Dunnell heads up television- 
radio in the agency’s New York office, and Mr. Hauck is with the 
Boston office, in charge of marketing. 


e Golden Nectar, a new Kool-Aid flavor, will be introduced nationally 
next month by the Perkins division of General Foods with a four-color 
page in Life. Newspapers, radio and tv spots and outdoor also will be 
used in major markets during the spring and summer. Golden Nectar 
is described as “‘a unique tropical flavor” and brings to 11 the number 
of Kool-Aid flavors now being marketed. Foote, Cone & Belding is the 
agency. 


e Merck & Co.’s chemical division has launched a new line of animal 
health products for over-the-counter sales. Ruthrauff & Ryan, New 
York, is the agency. Poultry and animal publications will be used, as 
will point of sale. 


K&E Adds Four to Staff: Larry C. Varvaro, previously an 
Boosts Varvaro, Harvey assistant account executive, has 

Kenyon & Eckhardt, New York, | Peet advanced to an account ex- 
has appointed Ed Feree, formerly |“ ive. 


copy chief of C. L. Miller Co., a) 
copy supervisor. The agency also! RCA Victor Shifts Execs 
Radio Corp. of America has 


has named Don Silvershield and | 

Bruce Montgomery copywriters|named George R. Marek, formerly 
and Elsworth Timberman an ac-| manager of the RCA Victor album 
count executive. Mr. Silvershield | department, New York, vp and op- 
formerly was copy chief of Hicks | erations manager of the division. 
& Greist; Mr. Montgomery previ- He succeeds Howard L. Letts, now 
ously was with J. M. Mathes Inc.,!an NBC vp. W. W. Bullock, for- 
and Mr. Timberman formerly was |merly head of the singles depart- 
with Benton & Bowles. ment, succeeds Mr. Marek, and 
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Station Buy Will 
Aid Paramount to 
Dominate DuMont 


Wasuincton, April 19—A new 
station deal which will enable 
Paramount Pictures to tighten its 
hold on DuMont Broadcasting 
Corp. was outlined to the Securi- 
ties & Exchange Commission in a 
stock prospectus filed by DuMont 
today. 

Under the deal, which is still be- 
ing negotiated, DuMont would en- 
ter into a stock swap giving it 
ownership of KTLA, Los Angeles, 
a 100% Paramount-owned subsid- 
iary. While the terms of the stock 
deal have not been completed, Du- 
Mont told SEC Paramount’s in- 
terest in DuMont Broadcasting— 
where Paramount already is the 
largest stockholder—would prob- 
ably be increased from 26.6% of 
the outstanding stock to about 
48.5%. Paramount officials on Du- 
Mont’s board are not to vote on the 
deal. 


s Basic purpose of the prospectus 
filed toddy was to clear the way 
for issuance of 596,701 shares of 
DuMont stock to complete the pur- 
chase of WNEW, New York. In its 
discussion of the WNEW deal, Du- 
Mont revealed that Richard D. 
Buckley, former president of John 
Blair & Co., gets a management 
contract and a big block of Du- 
Mont stock in exchange for his 
24.25% holding in WNEW. The 
prospectus also reported Mr. Buck- 
ley is to become a DuMont vp and 
director on May 13, and that Ted 
Cott’s term as a director is to ter- 
minate at that time. 


s On the basis of the prospectus 
Mr. Buckley is to have a five-year 
contract as DuMont vp, and exec- 
utive officer of DuMont’s WNEW 
division. He gets $561,750 in cash 
as reimbursement for funds he ad- 
vanced to WNEW, and a block of 
DuMont stock equal to 9.85% of 
DuMont’s total outstanding stock, 
making him one of the firm’s big- 
gest stockholders. Another DuMont 
stockholder, Armond G. Erpf, sen- 
ior partner in Carl M. Loeb & Co., 
underwriters, also participates in 
the deal since he has held 36%s of 
WNEW’’s stock. 


s Aside from indicating that his 
term on the board terminates May 
13, the prospectus is silent on Mr. 
Cott’s fate. However, other docu- 
ments filed with SEC show his 
$30,000 a year contract as vp and 
general manager does not expire 
until Dec. 28. His future has been 
in doubt since last summer when 
Bennet H. Korn was brought in at 
$500 a week plus commissions on 
business in excess of $3,500,000. 

The prospectus reported stock- 
holders were prepared to give Par- 
amount between 700,000 and 
800,000 shares of DuMont stock 
provided DuMont could have a 
package which included KTLA and 
three other Paramount subsidiaries 
devoted to publishing and promot- 
ing music. 


# If the KTLA deal were com- 
pleted, Paramount-dominated Du- 
Mont would be operating inde- 
pendent stations in three key mar- 
kets—New York, Los Angeles and 
Washington. 

Mr. Buckley’s contract with Du- 
Mont gives him 2%% of the sta- 
tion’s gross sales annually, up to a 
total income of $120,000 annually 
for five years. 

Ted Cott, vp in charge of the 
DuMont stations, said he is not 
leaving the company. He pointed 
out that he 


chandising brand manager on Fab, | all activities that are necessary so 
and merchandising men Leo Win- | tet he could be held accountable 
kel and Larry Foden are among'for operating results.” 


is moving off the 
W. Denning Harvey, who joined |Jack Burgess, formerly manager | board to make room for Mr. Buck- 
K&E in 1956 as an account exec-|of custom records administration, | 


ley, now a major stockholder in 
utive, has been named a vp, and|takes over Mr. Bullock’s post. | the corporation. ° 
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General Magazines Coverage for 
Industrial Ads Is Weak, Dix Says 


(Continued from Page 3) , cluding promotion and interpreta- 

J. Wesley Rosberg, vp and di-| tion costs, their expenditures this 
rector of research, the Buchen year will exceed $600,000, he said. 
Co., Chicago, called attention to Mr. Rosberg reported that a sur- 
the spectacular rise in the volume| vey among business publishers us- 
of readership research in the busi-|ing readership research indicated 
ness publishing field. In 1951 there |a generally favorable attitude to- 
were only five publications being | ward the services, though some 
researched, he said, while in 1957 | comments stressed the inability of 
the number 


of issues studied was 48 in 1951, | 
while more than 400 reports will | 
be available in 1957. 


® Publishers’ expenditures for 
readership research have grown 
in proportion, going from $36,000 
in 1952 to $544,000 in 1957. In- 


Four Roses Shifts 
Execs, Following 


Fitzmaurice Move 


(Continued from Page 3) 
motion manager reporting to Mr. 
Reese, has been named national 
sales promotion manager of the | 
company. } 


® Joseph E. Flick, southern divi- 
sion manager, has been appointed 
central division manager, replacing 
Leo Lehrman, who has been named 


Cc. W. Carrivolo Ralph Reese 


national sales manager of Four 
Roses gin. Max Morgenthau, south- 
ern California district manager, 
succeeds Mr. Fitzmaurice as west- 
ern division manager. 

In his new position, Mr. Fitz- 


maurice will be responsible for the 
integration of marketing activities | 


A. B. Houghton 


Leo Lehrman 


of Four Roses blended and bourbon 
whiskies and gin and also Hunter 
and Paul Jones whiskies. 

Each of the division managers 
will be in charge of all marketing 
activities of the Four Roses brands 
in their respective territories. 

A. C. Fletcher, who, for the past 
year has been vp in charge of na- 
tional sales of Four Roses whisky, 
continues in that position. 

Four Roses advertising for all of 
of its brands will continue without 
major change, ADVERTISING AGE 
was told. Although no figures are 
available on its advertising expen- 
ditures, Four Roses spends about 
one-third of its budget on national 
advertising, mostly in magazines 
(Ebony, Life, Look, Playbill, Time 
and The New Yorker), outdoor 
posters and newspapers, in that 


| on 


is 45. The number| many salesmen to utilize the ma- 


terial properly. 

The research director predicted 
that the future course of reader- 
ship research will be marked by 
more effort on the part of publish- 
ers to interpret the data, so as to 
make the results of more value to 
advertisers and agencies. 

David R. Watson, publisher, and 
Frank Richter, editor of Modern 
Railroads, told of their experiences 
in using Starch and Eastman re- 
search services. They agreed that 
these services have proven their 
value in both editorial and adver- 
tising activities. 


8 Editorial evaluation was stressed 
by Roger Slattery, industrial ad- 
vertising division, Foote, Cone & 
Belding, who said much more than 
circulation information is needed 
by the buyer of space. He urged 
business publishers to use their 
front covers for editorial promo- 
tion. 

M. Peter Piening, New York de- 
signer, called for more teamwork 
among editors, art directors and 
printers to create the best editor- 
ial formats. 

William A. Phair, editor of 
Hardware Age and president of the 
Society of Magazine Editors, was 
chairman of a round table session 
on how to measure editorial qual- 
ity. 

A. N. Wechsler, Washington edi- 
tor, Conover-Mast Publications, 
urged business publishers to pro- 
mote scientific and engineering 
education, in view of the prospec- 
tive shortage of workers in these 
fields. 

Other round table sessions were 
the subject of (1) research, 
moderated by James S. Mul- 


| 


INSTANTLY—Fizzies, a tablet which 
makes a fruit-flavored drink when 
dropped into water, will be mar- 
keted by Emerson Drug Co., manu- 


eral eastern and midwest markets 
next month, Lennen & Newell, New 
York, is the agency. 


ted among industrial, trade and 
professional groups. 


lishing Co., showed proofs of a 
new advertising campaign featur- 
ing statements from salesmen on 
the help they received from adver- 
tising in specialized business pub- 
lications. The campaign, prepared 
by the new NBP agency, the 
Schuyler Hopper Co., will run in 
member publications and the ad- 
vertising press. 


le R. C. Jaenke, Penton Publish- 


ing Co., said the list of agency 
|}members, elected under the new 
plan of agency recognition, now 
totals 1,237, with 86 having been 
|added during the past year. 


|e George A. Pope, of Foundry, 
|said the education committee has 
prepared a booklet, “Careers in 
Business Publishing,” for distribu- 
| tion to students in business and 
| journalism schools. 


/° Four directors were chosen for 
| four-year terms: Richard S. Kline, 
|Gardner Publications; Marshall 
Haywood Jr., Haywood Publishing 
|Co.; Leonard A. Eisener, American 


holland Jr., vp of Hayden | avon -— 
Publishing Co., and (2) mailing | AViation Publications; Louis J. 
methods and postal regulations; Perrottet, Electrical Manufacturing. 


Marglen Campaign ‘Whispers Way 
into Cosmetics Market's ‘Fanfare’ 


(Continued from Page 2) jend of March, almost all the stores 
To separate it from the regular) ran a series of windows and joined 
editorial columns, the ad is labeled|in the company’s cooperative ad- 
“a quiet advertisement.” vertising plan. 

The products involve several in-| 

novations also. The lipstick is oval,|™ Although the promotion is only 
rather than round—an easier-to-| three weeks old, 90% of the stores 
manipulate lipstick, the company/pave reordered, and more than 
maintains. The line of nail prepa~| half have reordered several times, 


facturer of Bromo-Seltzer, in sev- | 


e Robert L. Hartford, Penton Pub- 


rations includes SilverSeal, a new 
|product which “seals and silvers 
the manicure.” 


s Instead of promoting a contin- 
ually changing array of colors with 
“cutie-pie” names, the company 
has selected six shades and given 
|them standard classic names, which 
| wilt not be changed through the 


years. 

According to the Playbill ad, 
these six shades have been “culled 
from masterpieces of the world’s 
greatest artists’—a Cezanne still 
life, a Rousseau landscape, a Rem- 
brandt portrait, a Toulouse-Lau- 
trec poster, a Mondrian abstraction 
j}and a Degas ballet pastel. 

The colors accordingly are 
named Cezanne cerise, Rousseau 
rouge, etc., and all the company’s 
promotion is based on these paint- 


| ings. Reproductions of the paint-| 


ings have been made in different 
|sizes for store and window dis- 
plays. 
the various colors are shaped like 
‘an artist’s palette. 
| Distribution is limited to only 
yne or a few department stores in 
a city. So far about 180 stores are 
carrying the cosmetics. When the 
promotion got under way at the 


Counter displays showing 


the company reports. Other than 
the fact that women want to try 
new things, the company attributes 
this success to (1) the stores’ de- 
sire to stock cosmetics which can- 
not be bought “everywhere”—and 
consequently their willingness to 
push these exclusive items heavily; 
(2) the new SilverSeal and the 
oval-shape of the lipstick, which 
aroused consumer interest, and (3) 
the high-fashion colors—mauve, 
luminous orange, coral, etc.— 
which intrigued women into buy- 
ing a “wardrobe” of colors. 


|@ The lipstick retails for $2; the 
| “nail glace,” $1.50; the SilverSeal, 
$2—all considerably more expen- 
sive than their average counter- 
parts. But stores have reported “no 
price resistance whatsoever.” 

The entire promotion from the 
mixing of the colors to the pack- 
aging was planned by the company 
staff, including Mrs. Amelia Bas- 
sin, advertising and promotion 
| director; Mary Nichois, sales direc- 
tor; Mrs. Pauline Foster, market- 
ing director, and Ira Schwartz, 
packaging director. 

James R. Flanagan Advertising 
is the agency. e. 


| Neal Awards Go to 
Two Time Inc., One 
McGraw-Hill Books 


WASHINGTON, April 18—Editors 
| of two Time Inc. and one McGraw- 
|Hill business papers received the 
| third annual Jesse H. Neal editorial 
achievement awards here last 
| night at a meeting of the National 
|Conference of Business Paper Edi- 
tors. 

Prof. Floyd Arpan, of the Medill 


collaborating on the best account of 
an event, project or subject of ma- 
jor significance to the field of in- 
dustry served. 


e First award to Douglas Haskell, 
‘editor; Joseph C. Hazen Jr., man- 
laging editor; Frank Fogarty, Mi- 
reille Gerould, Jane Jacobs, Mary 
Jane Lightbrown and Ogden Tan- 
ner, associate editors; Paul Grotz, 
jart director, and Ray Komi, asso- 
ciate art director, Architectural 
Forum. Basis of the award was an 
jarticle on correction of traffic and 
other urban problems. 


the chairman was R. L. Put-|eRussell Jaenke was chosen 
man, president, Putman Publish-|chairman of the board, with the 
ing Co. |following vice-chairmen: Richard 

P. Smith, W. R. C. Smith Publish- 
# N. McK. Kneisly, president, Irv-| ing Co.; M. E. Herz, Modern Medi- 
ing-Cloud Publishing Co., was the| cine, and Raymond Dill, Dill Bros. 
recipient of the Silver Scroll, pre-| Publications. Leonard Tingle, Pro- 


| the winners. The annual competi- 


| school of journalism, Northwestern | 


= : Class C—To an individual editor 
University, presented plaques to 


|for the best account of an event, 
project or subject of major signifi- 
cance to the field or industry 
served. 


e First award to W. A. Raleigh Jr., 


tion is sponsored by the Associated 
Business Publications. 
Awards were given in three cate- 
gories: 
Class 


order. 
® The remaining two-thirds is 
spent in newspapers. However, 


Four Roses spends a substantial 
sum in point of sale advertising | 
which, apparently, is an expendi- 
ture allocated to sales promotion 
rather than advertising in media. 

Young & Rubicam is the agency 
for Four Roses blended and bour- 


bon whiskies and Four Roses gin. 
Doherty, Clifford, Steers & Shen-| 
field is the agency for Hunter, Paul | 


Jones and Wilson whiskies. . 


sented in recognition of his work | 


as chairman of NBP during the 
past year. 
Other highlights of the meeting: 


e Ralston B. Reid, chairman of 
the board of National Industrial 
Advertisers Assn. and advertising 
and sales promotion manager of 
the apparatus sales division, Gen- 
eral Electric Co., told the advertis- 
ers how they could strengthen the 
position of the industrial advertis- 
ing manager through research 
which demonstrates the contribu- 
tions of advertising in the over-all 
marketing operation. 


e Edward J. Krause, of the De- 
partment of Commerce trades mis- 
sions division, told of the valuable 
contributions of business publish- 
ers to the U. S. exhibit at interna- 
tional fairs in many foreign coun- 
tries. 


e James S. Mulholland Jr., Hay- 
den Publishing Co., reported for 
the research committee on the in- 
auguration of a community reader- 
ship study in an Illinois city. The 
work will be done by Prof. James 
J. Mullen, of the University of 
Illinois, and will be completed in 
August. 300 interviews, dealing 
with business publications reader- 
ship and business action resulting 
from this reading will be distribu- 


gressive Grocer, was reelected 
|treasurer, and Robert E. Harper 
jcontinues as president and secre- 
tary. 

It was announced that the 1958 
spring meeting will be held at 
Grove Park Inn, Asheville, N. C., 
May 25-29. . 


Chain Store Sales Up 8.7% 
Chain store sales were 8.7% 

|higher in 1956 than in 1955, and 

|this increase enabled chains (of 


best two or three editorials or edi- 
torials in article form expressing 
the publication’s policy and con- 
tributing significantly to the field 
or industry served. 

e First award to Perry I. Prentice. 
editor, House & Home, for editor- 
ials on how to correct the tight 
mortgage money situation, based 


|on panel discussions sponsored by 
the publication. 
Class B—To two or more editors 


| ten or more units) to increase their | 


|share of the total grocery market 
from 36% to 37%, according to 
Progressive Grocer. In a release on 
its 24th annual survey of grocery 
distribution, which AA reported 
last week, the publication inadver- 
tently reported that chain store 
|Sales had climbed one percentage 
point, whereas the fact is that 
chains’ sales climbed 8.7%, and 
their share-of-market climbed one 
percentage point. 


NANA Names Methot 

Fred Methot, formerly assistant 
sales manager of International 
News Service and International 
|News Pictures, has been named 
|director of sales and promotion 
for Women’s News Service and 
| North American Newspaper Al- 
| liance, New York. 


j 
| 
| 
| 
| 


| 
| DONALD J. SAUERS, formerly creative 
executive of Geyer Advertising, 
has been named vp and creative 
director of Vic Maitland & Associ- 
ates, Pittsburgh, effective May 1. 


A—To an editor for the | assistant editor, Coal Age, for an 


jarticle analyzing world markets 
for U.S. coal. 

Merit awards in each class were 
|presented to 33 additional editors. 


John F. Bolger Jr. Opens 

New Research Company 

John F. Bolger Jr., formerly a 
| member of the research depart- 
| ment of McCann-Erickson, Chica- 
go, has opened his own research 
| company, Bolger Co., at 6 N. Mich- 
igan Ave., Chicago. 

The company will specialize in 
evaluating the “personality” of 
companies by means of a new, 
“company image profile” method 
developed by Mr. Bolger. The 
method systematically evaluates 
58 basic dimensions of a company’s 
personality as defined by con- 
sumers, the trade, the company’s 
employes and the investing public. 


Perkins Joins American Car 

John M. Perkins, formerly an 
account executive with Benton & 
Bowles, has joined American Car 
|& Foundry division of ACF Indus- 
‘tries, New York, as promotion 
|manager. He will be in charge of 
| promotion and advertising for the 
division, and will report to John 
|E. Angst, division vp in charge of 
| marketing. 
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To sell more where more is 


ooeit’s FIRST 3 FIRST! 


Ye, 


Vacation Wonderland 


Vou sometimes travel many miles to get away from things and 
enjoy the scenic beauty of nature’s magic touch. However, when it 
comes to achieving huge sales volume necessary to keep production 
and profits at highest levels you should focus your heaviest adver- 
tising effort on the nation’s truly outstanding markets—where 
there are more families with more money to spend. 


In the 3 compact city and suburban markets of New York, Chicago 
and Philadelphia, 55% of all consumer units earn $4,000 or more 
per year—34% greater than the average for the remainder of the 
U. S. This super-abundance of buying power provides the basis for 
the average 3-market family to spend 5% more for Drugs, 31% 


The group with the Sunday Punch 


Rotogravure ¢« Colorgravure 


New York 17, N. Y. News Building, 220 East 42nd Street, MUrray Hill 7-4894 « Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 « Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 
Philadelphia Sunday Inquirer “Today” Magazine 


more for Food, 33% more for Furniture, Furnishings and Appli- 
ances and 103% more for Apparel than the average family in the 
rest of the nation. 


Within these concentrated, most profitable sales areas, the family 
coverage of General Magazines, Syndicated Sunday Supplements, 
Radio and TV thins out. In the great markets of New York,Chicago 
and Philadelphia there is no substitute for FIRST 3 MARKETS’ 
solid 62% COVERAGE of all families. 


To make your advertising sell more where more is sold . . . it’s 
FIRST 3 FIRST. 
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